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When monarchs got hard up in 
the good. old days, they hocked | 
the crown jewels, but the best 
ex-King Michael could do was to) 
sell the contents of the royal cel-| 
lar. 

i Me 


Gladys the beautiful receptionist 


claim to reach the key people, 
and she supposes there must be 
just as many in the lock business. 


+ + 


“Maybe the truth isn’t popular,” 
says L. R. Boulware in discussing 


He’s just finding out what every 
politician discovers early in his 
career. 

vvy 


Ralph Starr Butler, who is re- 


tiring after a lot of good hard/| 


work, studied circulations so long 


some people think he is the “B” | 


in ABC. 
vvwy 


Gillette’s purchase of the Toni 
business sug- 
gests to at least one correspondent 
that the company is keenly inter- 
ested in everything that flesh is 
hair to. 

vvy 


“Next president must pass tele | 
test,” headlines the world’s great- | 


est advertising journal. 
If Bing Crosby runs, he’ll have 
to wear his toupee. 


+, ow 


Red Skelton says the trouble 
with watching television in bars 
is that the longer you look at the 
program, the fuzzier it is likely to 
get. 

vvwy 


The Creative Man thinks that 
the promise, “Your skin grows 


lovelier with just one cake of | 


, 


Camay,” is an exaggeration. 
How about raising the ante to 
two cakes? 
vvy 


An advertising man looking for | 
a new connection “knows machin- | 


ery, girdles, sporting goods.” 
Advertising, thy name is ver- 
Satility. 
vvy 
Forty-seven out of 68 colleges 


surveyed by the AMA now offer | 


courses in salesmanship. Their 
graduates can be given the tough 
assignment of unselling some of 
the too numerous applicants for 
enrollment. 

J 


Would you say that California 
Fruit Growers’ Exchange and 
California Packing Company, after 
reading that trademark decision 
of the U. S. circuit court of ap- 
peals, felt as if they had been 
sun-kissed? 

, = F¥ 

Bob Burns, AA reports, used to 
be a space salesman. If he could 
have persuaded more clients to 


Slow their bazookas, he wouldn’t 
Nave had to do it himself. 


.-. 


Maybe the Pacific Coast colleges 
should change their deal with the 
Big Nine and make the Rose Bowl 
aair a tennis match. 


Copy Cus. 


« 


says she sees a lot of publications | 


G-E’s employe relations program. | 


Rough Proofs Furniture Makers Are 
Optimistic Over Sales 


CHEVROLET 


and OMLY Chevrolet 


IS FIRST! 


Chicago Market Sees 
Demand Heavy in Face 
of New Price Boosts 


By BRUCE M. BRADWAY 


Cuicaco — Manufacturers and 
‘buyers at the midwinter home 
‘furnishings market here are in 
almost complete agreement on one 
|}point— prices are still on their 
way up. 

In spite of improvements in 
furniture construction techniques, | 
‘and increasingly effective cost con- | 
‘trols, rising raw material and_/| 
‘labor costs will eventually boost | 
furniture prices another 10% or) 
more in the coming months, man- | 
ufacturers agreed. 

The 10% is in addition to the) 
3-10% furniture price rise since | 
the market held last summer. Al- | 
ready, furniture prices are almost | 
70% above the 1941 prices, al- 
though industry leaders insist that | 
the boost is not excessive when | 
compared with other goods. | 
| While many smaller furniture | 
manufacturers privately express | 
/concern over the future, Roscoe R. | 


Rau, executive vice-president of | 
the National Retail Furniture As-| 
|sociation, insists that it will be) 
several months. before’ supply 


catches up with demand. | 
Will Work at Capacity | 


Col. Lawrence H. Whiting, | 
president of the American Furni- | 
ture Mart here, optimistically pre- 
dicts that manufacturers will work 
;at capacity for the remainder of | 
1948, with shipments of all pro- 
duction assured by backlogs of 
orders. 

New home construction, and high | 
marriage and birth rates, were 
cited by Col. Whiting as additional 
|guarantees of continued volume 
/in the home furnishings field, with 
|gains in both unit and dollar vol- 
ume expected. 

Prices on other household goods 
are expected to be up as much as} 
15% by early spring. As an ex- 
ample, Morris Markoff, president | 
of the California Lamp and Shade 
Manufacturers Association, esti- 
mates a 10 to 15% rise in the| 
price of lamps, because of in-| 
creased raw material costs. 

Almost all of the manufacturers | 
reached by AA are determined 

(Continued on Page 68) 
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Spots vs Programs 


- Relative values are 
_ discussed in ‘Voice,’ 


| Page 42. Other features: 
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You Ought to Know 


‘\ 


mittee on government efficiency General Motors division's 1947 


gineers to study Post Office De- 


Congress Jan. 


study 


|President Herbert Hoover. 


| advertising. 


FIRST in PRODUCTION, in SALES ond 
in REGISTRATIONS of cors and of trucks . . . 


Study of Postal == 
Rates May Delay 


N l 1 | fi | FURST one eee = 
ew Legislation nem secs 

; | SEE YOUR LOCAL CHEVROLET DEALER 

WASHINGTON — Major postage) 


rate changes during 1948 became TOPpS—Chevrolet dealers started off 


less likely last week following an- 


the new year with this full-page boast 
nouncement that a_ special com- | 


in newspapers last week detailing the 
pro- 
had hired one of the nation’s lead-| duction and sale of cars and trucks. 


Morgan's Saga: 
First, Shave— 
Now, Rayve 


New YorK—Henry Morgan, king 


partment organization and oper- 
ating methods. 

Intervention of the efficiency ex- | 
perts inevitably takes the edge off | 
an expected Presidential appeal 
in the budget message going to 
12 for immediate 
rate changes to offset annual | 
losses now approaching $300,000,- | 
000. 

Wisdom of such an engineering | 
is widely appreciated in| 
Congress. On the other hand it 


may not foreclose bitter debate ic returns to ABC with the back- 


over rates if Congress goes through | ing of Standard Laboratories, Inc., 
with $100,000,000-plus wage in-|, william R. Warner & Co. subsi 
creases for postal workers, now | diary. 


under discussion in committee. 


Heller Does Study + poo and Hedy wave home perma- 
The study—long sought by pub-_ nent, a new product to go “on the 
lishers and other commercial mail Market in March or April, re- 
users—is being conducted by Rob- | tailing at $2. . } 7 & 
ert Heller & Associates of Cleve-| Morgan, the fair-haired boy of 
land, at the direction of the Com- the critics, did his closing Stint for 
mission on the Organization of|Eversharp on Dec. 24. His last 
the Executive Branch of the|£versharp Hooperating was -9.4, 
Government, headed by former @8ainst 11.1 for his only commer- 
‘cial network competitor, Rexall 
Initial work was under way last | Drug’s Jimmy Durante, on NBC. 
Thursday following conferences of | Set for 7:30 Thursdays 
Mr. Heller and his staff with Post- | ’ 
master General Jesse Donaldson.; The new show, the first coast- 


of a sponsor—but not for long. 
Starting Jan. 29 the caustic com- 


The advertiser will use. the 


Later, Mr. Donaldson issued orders to-coast broadcast for Rayve since | 


to all postal employes to provide |Sammy Kaye’s ABC program was 
Heller’s organization with any in-|canceled in November after two 
(Continued on Page 65) | (Continued on Page 66) 


Last Minute News Flashes 


Springmaid Account Goes to Erwin, Wasey 

LANCASTER, S. C.—The Springs Cotton Mills, maker of Springmaid 
fabrics, has appointed Erwin, Wasey & Co., New York, to handle its 
The company will spend approximately $1,000,000 in 
1948 in consumer magazines and business papers, an increase over 
the 1947 advertising budget. James P. Sawyer, Inc., New York, for- 
merly handled the account. 


Houghton Succeeds Powell at Britannica 

Cuicaco—E. H. Powell, president of Encyclopaedia Britannica for 
more than 15 years, has resigned for reasons of health, and William 
Benton, chairman, on Friday announced the election of Harry Hough- 
ton as president. Mr. Houghton continues as president of Muzak 


| Corporation, New York, and as chairman of the executive commit- 


tees of EB and Encyclopaedia Britannica Films. 
the stock of EB and Muzak. 


Arnold Bakers Appoints Weir Agency 

Port CHESTER, N. Y.—Arnold Bakers, Inc., has appointed Walter 
Weir, Inc., New York, to handle its advertising. For the past few 
months the Weir agency has been handling advertising for two new 
Arnold products. Tracy, Kent & Co., New York, previously handled 
the account. 


Mr. Benton owns 


NAM Public Relations Fund Over $2,600,000 


New YorK—The public relations fund-raising campaign of the Na- 
tional Association of Manufacturers has so far collected more than 
$2,600,000 of its $3,000,000 goal. The drive has not yet closed, and 
the fund is now at its highest point, with NAM estimating that its 
eventual total may be $2,800,000. Approximately one-third of the 
budget goes for advertising, through Benton & Bowles. 

(Additional News Flashes on Page 71) 


of the commercial kidders, was Out; 


‘time to plug Rayve Creme sham- | 


Brand Recognition 
fo Be Audited 
by New Service 


Benson & Benson Plan 
_ Expected to Align 
Ads with Sales 


, New York — What amounts to 
‘the first penetration study for 
_identification of brands with prod- 
‘ucts was unveiled last week by 
|Benson & Benson, Princeton, N. J. 
Called the Brand Name Audit, the 
service will measure periodically 
| recognition of brands by the pub- 
‘lic, according to age, sex, income 
‘level, geographic location, etc. 

_ The company thinks that ad- 
'vertising performs two functions: 
to advise the public of a prod- 
uct’s name, existence and func- 
tion, and to sell it. While a num- 
ber of services now report the 
sales of a product, as compared to 
‘its competitors, no setvice cur- 


‘rently measures the extent of pub- 
\lie recognition of the pfoduct and 
its identification with if§ type. 


Preliminary studies 


ey that 
* |a.margarine may, often "be identi- 


fied as a prune juice, a vegetable 
|or a candy by a sizable portion of 
ithe public. A rum, getting $400,- 
000 annually in advertising, was 
|identified correctly by 7% of the 
men, although one whisky had 
| 71% identification, another 80%. 
|A new shaving cream, on the mar- 
ket for six months, had 1% iden- 
tification by men; a well-adver- 
\tised gas range had 2% recogni- 
tion among women. 


Emphasizes ‘New Market’ 


In the case of hand lotion X, 
38% ‘of the -women in the country, 
of 16 years and- over; could iden- 
tify it as a hand lotion, and its 
highest identification was in the 16- 
20 age group (55%), which Benson 
|& Benson -thinks isa healthy sign. 
It believes that one of: the valu- 
able facets of the service is the 
reporting of recognition by age 
groups, since advertisers are con- 
cerned with penetrating the “new 
market” as buyers come of age. 

In families where income was 
under $30 a week, 23% of the 
women recognized hand lotion X; 
in $50 and $75 families, recogni- 


tion was 48% and 52% respec- 
tively. But, Benson & Benson 
points out, while 43% of the 


women using hand lotion knew X, 
there is still 57% which cannot 
identify the product. ; 

The high for recognition is 
probably set by Rinso, which is 


Guess Again! 

Next week Advertising 
Age will print, as it has an- 
nually for several years, the 
top dozen ads run by Inter- 
national Correspondence 
Schools during the preced- 
ing year. 

Sharp-eyed judges of ad- 
vertising are invited to get 
out their pencils and rate 
the ads on pulling power. 
Don’t miss this fascinating 
chance to check your adver- 
tising know-how. 
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correctly identified as a soap prod- 
uct by 96% of women. 


Show Startling Figures 


Identification is notably unpre- 
dictable. Joe Louis can be iden- 
tified by 93% of the people, Ein- 
stein by 48%, Stassen by 50%, 
Robert Hutchins by 13%. A rapid 
selling cigaret gets 78% identifi- 
cation, another 91%. 

Some of the report’s applications 
are: Since it is broken down into 
geographical areas approximating 
the Nielsen areas, it should be 
possible to measure brand pene- 
tration vs. sales; penetration into 
the “new market”; and penetration 
into desired segments of the 
public, like farmers. 

No claim is made that brand 
recognition and sales are synony- 
mous, but Benson & Benson points 
out that a housewife can hardly 
buy what she does not know. 

In a hypothetical case cited, it 
is possible for a product to have 
equal recognition in two areas, 
but sales widely varying, which 
should lead a manufacturer to ex- 


amine his merchandising to dis- 
cover the reason for the variance. 
In another possible case, where 
recognition is high but sales are 
low, the product itself may be at 
fault. 

From an advertising standpoint, 
Benson & Benson thinks recogni- 
tion tests may well cause re- 
evaluation of copy themes and 
media. Later the company plans 
to test slogans, symbols and trade- 
marks, and eventually may try 
tracing the effectiveness of a 
single campaign in raising brand 
identification. 


Semi-Annual Audit 


The basic service gives each 
product a semi-annual audit, 
spaced six months apart. For one 
product the charge is $2,850, scal- 
ing up to $10,950 for four. B&B 
expects that advertisers will buy 
the study for their own products, 
and for competitors. The service 
will not be sold exclusively. 

Benson & Benson has been in 
business since 1938, but has been 
a relatively little known company. 


Founded by Lawrence Benson and 
Edward Benson, both of whom 
worked for the Gallup Poll, to 
handle commercial research proj- 
ects, much of its work has been 
confidential. Among its clients 
have been Reader’s Digest, the 
Columbia Broadcasting System 
and the Wall Street Journal. 


Uses Gallup Men 


Although the company has no 
official connection with the Gal- 
lup organization, both the Ben- 
sons continue as administrative 
officials for the Gallup Poll, Gal- 
lup’s field interviewers have been 
employed on Benson & Benson 
studies, and Gallup field men will 
do the interviews on the new 
Brand Name Audit. 

The cross-section of the audit 
will be based on 6,000 interviews, 
using a possible force of 1,100 
interviewers. 

The selling of Brand Name 
Audit will devolve on two men. 
One is Chester W. Dudley Jr., 
who joined B&B in 1947 after 13 
years in the agency business, in- 


cluding a stretch as account ex- 
ecutive with Benton & Bowles; 
the other is Jack Stevens, from 
Curtis Publishing Company. 


Merges with Picard 


Products Research Company, 
Stamford, Conn., has merged with 
Picard Advertising Company, 
New York. Richard B. Edwards, 
president, and Douglas Campbell, 
vice-president of Products Re- 
search, have joined the Picard 
agency. A New England office 
has been established in the Gurley 
building, 322 Main St., Stamford. 


Martin Transferred 


Sally Martin, in the Los An- 
geles publicity department of Ab- 
bott Kimball Company, has been 
transferred to New York in a 
similar capacity. 


Names Fairfax Agency 


H. Margolin & Co., New York, 
hand bag manufacturer, has ap- 
pointed H. W. Fairfax, Advertis- 
ing. New York, to handle its ac- 
count. 


great team has 
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ALL DAY LONG! 


More and more national advertisers are learning that 
KRNT’s highly merchandisable personalities and sales 
experts can achieve the same results for them as this 
local clients. 


accomplished for 


HOOPER STATION LISTENING INDEX 


City Zone: Des Moines, lowa 


Months: October-November, 1947 


Share of Audience 


= OUT-HOOPERS 


ATIONS 


Betty Wells Show 


AL COUPPEE 
Sports Director 
ate. 


DES MOINES > 


Available with WNAX and 
Mid-States Group 


THE REGISTER AND TRIBUNE STATION 


Represented by the Katz Agency 


TIME KRNT _ — 7 
“Weekday Morning i- ve Eee 
Mon. Thru Fri. 41.6 10.3 16.8 26.5 
| 8:00 A.M.-12:00 Noon . 
Weekday Afternoon “ 
Pn NS eee —— 
Evening , a i pe News Editor 
° t. . . . 
6:00-10:00 P.M. 27 2 Se 
Sund rm 
q 2 Noon-6:00 PM. 29.6 — Kia. 1.9 Be als ee 
Saturday Daytim 
sooamcoorm. _| 30.) | 124 | 206 | 242 _ 
Tie eKiobs 34.1 | 84 | 84 | 368 
Ask your Katz man to tell you the unuswal KRNT Story GORDON GAMMACK 
ee 


Radio Reporter 


WMT as the 


THIS ALL-AMERICAN 
Air-Sales-Promotion Team 
Produced These Phenomenal 
Ratings . . . Boosted KRNT 
Local Sales to an All-Time 
High! 


RUSS VAN DYKE 
News Editor 
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The Chicage, Meck island and Pacific Rallway Company. 


today 


Chicage, Rock island and Pacific Railroad Company 4 
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NEW START—The Rock Island Lines, 

emerging from trusteeship with a new 

corporate name and ambitious plans 

for the future, marked the occasion 

with this large-space newspaper ad last 
week in major cities. 


Lincoln-Mercury 
Account Shifted 
from JWT to K&E 


Detroit—T. W. Skinner, gen- 
|eral manager of the Lincoln-Mer- 
'cury division of Ford Motor Com- 
|pany, confirmed reports Wednes- 
day that Kenyon & Eckhardt would 
take over the L-M account, re- 
signed by J. Walter Thompson 
Company Dec. 31. 

Mr. Skinner said K&E will 
handle both national and dealer 
advertising for the division. He 
added that this is a further step 
“in the program of setting up 
Lincoln-Mercury as a separate di- 
vision of the company.” 

Thompson will continue to 
handle all Ford car and truck ad- 
vertising for the company and 
Ford dealers. 

L-M plans for 1948 call “for 
extensive use” of all types of 
‘media, including newspapers, 
/magazines, radio and direct mail, 
Mr. Skinner said. 


Milkmaid Begins Drive 

Milkmaid, Inc., New York, will 
begin a four-week newspaper 
'campaign Jan. 18 in 10 markets 
announcing national distribution 
of a new perfumed nail lacquer. 
The company plans to use fashion 
| magazines next spring. The busi- 
ness is placed direct. 


Appoints Isbell 


/ Vernon Isbell, who worked on 
|Stars & Stripes, has been ap- 
|pointed art director of Shutran, 
|Mahlin, Green, Detroit advertis- 
|ing agency. 
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2, 1948 


FF istcosiniw at his desk is E. S. 
Barlow, President, Barlow Advertising Agency, 
Inc., Syracuse, N. Y., who comments below on 
his personal study of your Institutional Market. 


h a new 
is plans 
occasion 
- ad last 


Advertising y at slanted at the needs an 


sem of institutions are carefully 
read and evaluated by key personnel, ranging fr 


om the superintendent, manager or 


vertisinc L\GENC 


Mf “3 | a 
te INSTITUTIONAL FIELD is a rich market for both ... 

new and repeat business. Its separate components are sharply outlined and catae!* 

logued, easy to reach and service, and always on the look-out for good products” 


% 


x 


GIVES RESULTS OF | 
PERSONAL STUDY OF 


stitutiona 


he te ey re 


the product requires or allows, “But we do recognize in our institutions advertising that 
the institutional manager: fives. in an environmenf geared to practicality. So we talk 
to him in ptacticalterms.” er , 

The. Institfional market to which Mr. Barlow,refers in the foregoing is now being 
resurveyed by INSTITUTIONS Magazine. Returns from key individuals among the 


jue to Bowner down through head nurse, dietitian, housekeeper or laundry manager. more than 50, hotels, hospitals, schools, g@ileges, restaurants, and other institutions 
ick ad- "| base these remarks on long and detailed study. Among our accounts, this reached by INSTITUTIONS Magazine in e that this market, today, totals well 
1y and Boffice handles the advertising of seven well-known national manufacturers who do a over eleven billion dollars. This amount will be expended for new construction, re- 
ll “for gizeable_business with hotels, restaurants, clubs, hospitals, schools and other institu- modeling, refurnishing, re-equipping and redecorating. This figure is even more im- 
pes of tions. One of these manufacturers is everywhere recognized as the outstanding sup- pressive when it is realized that the regular expenditures for food, maintenance and 
papers, pPlier of the institutional field; three others hold commanding positions. supplies are not included. 
t mail "Their every-day experience proves that factual, helpful, well-informed adver- As the only publication designed expressly for, and reaching all the various seg- 

tising rings a bell in the mind of the institutional manager. ments of the institutional field, INSTITUTIONS Magazine offers, each month, the 

"That's the kind of advertising | was brought-up on. In launching my own most practical, effective and economical medium through which to place product 
ve agency in Syracuse, | tried to indoctrinate every member from the office boy up information before the key buying and specifying factors in the field of mass feeding 
rk, will §vith the philosophy of that kind of advertising. : and mass housing. If you do not have complete information on this market or the 
vspaper "| don't by any means discount the influence of sentiment and emotion in ad- only publication which serves it in its entirety consult your Advertising Agency or 
egg vertising. We are just as quick to say it with pretty pictures as the next man when write to INSTITUTIONS Magazine, 1900 Prairie Avenue, Chicago 16, lino. 
| or, 
fashion . 
e busi- a te i: 
THESE ARE : oo 
oO Bre | MEAT 
a JY bituli NEW FACTS ON BONED FROZEN MIN" 
shutran, : ns u ons ; . ee a 
dvertis- tes ee 
— 
= © Hotels ¢ Industrial Cafeterias °¢ Office Buildings 
© Restaurants © Schools e Clubs 
$ © Hospitals © Colleges e Jobbers, Dealers ; 
© Railroad Systems © YMCAs, YWCAs e Other Public and z 

{ © Air Lines e Government Agencies Private Institutions 


tions which make up the institutional field. 


D 


eS ee : a ee 


Each month INSTITUTIONS Magazine reaches the buying and specifying factors in the foregoing institu- 


VERTISING A GENCY — 


Sanitarian Advises 
Operators on Better 
Summer Sanitation 


« 


GAZINE .no INSTITUTIONS CATALOG DI 


900 PRAIRIE AVENUE, CHICAGO 16, ILLINOIS 


TUTIONS 
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Columbia Shifts 
Executive Staff 


New York — Columbia Broad- 
casting System last week an- 
nounced several shifts in high 
echelon positions, including the 


appointment of James M. Seward 
as vice-president and the naming 
of Howard S. Meighan as general 
executive, 

Formerly vice-president in 
charge of station administration, 


Mr. Meighan now will have gen- | 


eral supervision over that depart- 
ment as well as sales promotion, 
research, press information and 
co-op program sales. His assign- 
ment to the latter was interpreted 
as an indication that CBS intends 
to concentrate more heavily on 


that type of programming in the 
future. 

This staff realignment followed 
the resignation of Frank White, 
CBS vice-president and treasurer, 
who left to take over as president 


of Columbia Records. Appointed 
to fill this vacancy was assist- 
ant treasurer Samuel R. Dean, a 


Columbia employe since 1931. 
Others Move Up 


Another major promotion was 
that of J. L. Van Volkenberg, gen- 
eral manager of Radio Sales, CBS 
spot division, as director of station 
administration for the seven Co- 
lumbia-owned outlets. 


Columbia’s new vice-president, 


Mr. Seward—his title formerly 
was director of operations — has 
been 


lof $1 


| 


I. S. Becker, formerly assistant 
director, was advanced to director 
of program operations. Named 
executive assistant was Edward L. 
Saxe, previously assistant to the 
treasurer. 

Under the reassignment of re- 
sponsibilities, Joseph H. Ream, 
executive vice-president, will as- 
sume supervision of personnel rela- 
tions and labor problems. 


Registers New Issue 


Kaiser-Frazer Corporation, Wil- 
low Run, Mich., has filed a regis- 
tration statement to sell 1,500,000 
additional shares of common stock 
par value. The statement, 
filed with the Securities and Ex- 
change Commission, said that the 
additional funds are primarily in- 
tended to acquire additional cap- 


with the network since 1933. | jtal equipment. 


Chain Food Men 
Argue Merits of 
Brand Promotions 


Cuicaco—Kroger Company may 
be convinced that a food chain’s 
best bet is to advertise and pro- 
mote national brands, but Kroger’s 
much publicized experiments have 


not yet convinced other chain 
stores. 
That became quickly apparent 


Monday night as the Chicago Ad- 
vertising Executives Club invited 
a group of chain store executives 
to discuss, in round table fashion, 


"Ten-Market" comparison 
position of 1,500 Brands and 110 Products 


Newspapers in ten important markets 
conducted Consumer Analysis surveys 
in 1947, all using identical questions 
and following the interview and ques- 
tionnaire technique used by The Mil- 
waukee Journal in twenty-five annual 


surveys. 


As a result, it is now possible for adver- 
tisers to compare consumer buying hab- 
its and brand preference across the 
nation. To make the information con- 
veniently available, The Milwaukee 
Journal combined and condensed the 
data from the ten standardized surveys 
in a single 76-page digest. 


More than 1,500 brands in 110 product 
classifications are compared by 1947 
market position, product preference 


shows use and 


and percentage of use. Side-by-side tab- 
ulations of the ten markets give a quick, 
clear picture of brand competition. Sub- 
jects covered include grocery products, 
soaps and cleansers, drugs, toiletries, 
cosmetics, foundation garments, appli- 
ances, alcoholic beverages and ciga- 
rettes. Write The Milwaukee Journal 


for a copy. 


Omaha World-Herald 
Philadelphia Bulletin 
Indianapolis Star 


St. Paul Dispatch- 
Pioneer Press 


Columbus Dispatch 


Newspapers Co-operating in Standard- 
ized Consumer Surveys 
Illinois Daily 
Newspaper Markets 
Sacramento Bee 
Fresno Bee 
Modesto Bee 


Milwaukee Journal 


THE MILWAUKEE JOURNAL 


National Representatives—O'Mara & Ormsbee, Inc., New York, Chicago, Detroit, Los Angeles, San Franciscy 


Advertising Age, January 12, 194 


the subject: “Does Retail Adver. 
tising and Promotion of Nationa! 
Brands Increase Total Sales of th 
Food Stores?” 


Participants were Val S. Pau- 
man, sales manager of National 
Tea Company, Chicago; Earl \{il- 
ler, merchandise manager, Jewel 
Food Stores; Robert Egan, diyi- 


sion merchandise manager, Kroger. 
and Charles Hansen of Life. Mod- 
erator was Don Hause, advertising 
manager of Armour & Co., 
C. H. Lilienfeld of Schwimmer 
Scott arranged the program, 


What Is ‘National?’ 


ind 
NY 


Participants in the panel agreed 
in general with the thesis of 
Joseph Hall, Kroger president, 
that store promotions built around 
national brands do increase stor 
sales, but there were sharp differ- 
ences of opinion which seemed to 
center largely around the definition 
of what constitutes a nationally) 
advertised brand—a question which 
has occasionally caused equally 
sharp differences among manufac- 
turers. 

Chain store members of the 
| panel indicated strongly that in 
their opinion regional or even local 
brands having general acceptance 
|in the operating areas of their 
stores are every bit as potent, from 
'the promotional standpoint, as 
| national brands. After batting the 
| question back and forth at some 
|length, the experts finally agreed 
that from the retailer’s stand 
point, a brand which is readily 
identifiable and is available in most 
stores in an area is a “national 
brand” or its equivalent as far as 
promotional value concerned. 
But even on this definition th 
| panel was not in complete agree- 
ment, since one member insisted 
“there are certain nationally ad- 
vertised brands” sold only in chain 
stores which would constitute a na- 
tional brand. 

There was also considerable dis- 
cussion of packer-label canned 
foods and national brand canned 
foods, with panel participants as- 
serting that packer-label foods of- 
ten sell for less than equivalent 
quality national brands. 


Perishable Volume High 


One of the strongest arguments 
advanced against the effectiveness 
of national brand promotions in re- 
tail food store selling was 
assertion that more than 65% of to- 
tal food store volume done in 
non-identifiable foods, such 4s 
fruits and vegetables, meats, dairy 
products, bakery goods, etc. 

Retailers, the speakers said, are 
placing more and more emphasis 
on perishable foodstuffs, and art 
depending on these products {or 
their greatest sales _ increases 
Thus, they said, increases in sales, 
even when brands are promoted, 
might come from aggressive ¢X- 
ploitation of perishable merchan 
dise, rather than from the national 
brands being promoted. 
| This argument -against pron 
| ing national brands, however, 
also indicated to be one of ‘ic 
strongest arguments in favor 
national brand promotion, s' 
the primary object of any 
| store promotion is to bring n 
traffic into the store. If nati 
brand promotions create tra!' 
they also create greater sales }) 
| sibilities for perishable goods 
other non-promoted department 
the store. 


is 


the 


is 


Gets Styleplus Account 

Harry Myers & Co., Baltin: 
manufacturer of Styleplus clot 
has appointed St. Georges 
Keyes, Baltimore, to handle its 
vertising. 


Telecoin Names Baker 
Telecoin Corporation, N ¢ 
York, has appointed Lynn Bak« 
Inc., New York, to handle adv« 
tising and promotion for all lin« 
including Launderette chains 4! 
automatic self-service laundries. 
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THE INDIANAPOLIS STAR 


had the greatest daily circulation in Indiana during the third 


quarter of 1947— 


THE DAILY STAR 170.423 * 
2ND PAPER 166,636" 
3RD PAPER . 87,306" 


*From Sept. 30, Six-Month A.B.C. Publisher's Statement, Latest available circulation figures. 


THE INDIANAPOLIS STAR 


gained 3,133,061 lines of daily advertising* in the first ten months 
of 1947— 


*Media Records 


The Kelly-Smith Company, National Representatives 
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Detroiters Launch 
Drive to Build 
Co-op Stores 


DerrorrmtThe great drive for a 


consumers cooperative in Detroit 
began Tuesday night. 
More than 500 persons repre- 


senting a score of civic, labor and 
religious organizations crowded an 
organizational meeting in the auto- 
mobile capital. 

The crowd responded with en- 
thusiasm when speakers asserted 
that cooperatives provide “the best 
way to lower the high cost of liv- 
ing and exorbitant profiteering.” 

The meeting was called to launch 
a drive for 500,000 members and 
$15,000,000 in capital for the Mo- 
tor City Consumers Cooperative, 
Inc. 


To Sell Staples First 


Frank Nievelt, executive direc- 
tor, said the membership drive will 
take place within organizations and 
on a community basis. He said 31 


| sectors will be established here and | 


(29 more in Wayne and Oakland 
/counties and in some sections of 
| Macomb county. As soon as a sec- 
'tor has 1,000 members and $35,000 
| capitalization, it will start operat- 
ing its grocery store, Mr. Nievelt 
said. 

Plans call for operation of stores 
in 15 Detroit sectors by March 1. 
At first the stores will sell only 
staples. However, a spokesman 
said, they later will become super- 
markets, handling meats and vege- 
tables. Household goods, such as 
washing machines, eventually will 
be on sale. 


Conover-Mast Moves 


Conover-Mast Publications, Inc., 
has moved its Pacific Coast office 
to new and larger quarters at 5478 
Wilshire Blvd., Los Angeles. 


Appoints Waxelbaum 


Susan May Fashions, New York, 
mail order dress house, has ap- 
pointed Waxelbaum Advertising 
Company, New York, to handle its 
advertising. 


Please, What Will 
Our Sponsor Say? 


New York — Owen Lattimore, 
foreign affairs expert, was guest- 
ing on “America’s Town Meeting” 
Tuesday night over ABC.  Dis- 
cussing the question of aid to 
China, he repeatedly cited the 
New York Times as authority for 
his statements. 

Finally, after about the fourth 
reference to the Times, moderator 
George Denny Jr., whose forum is 
sponsored. over WJZ by the Her- 
ald Tribune, could resist no 
longer. 

“Can’t-you find something,” he 
asked plaintively, “to quote from 
our sponsor, the Herald Tribune?” 
—a remark which got the best laugh 
of the evening. 


Hunter-Gaby Moves 


fiunter-Gaby Studios, Inc., has 
moved to new and larger quarters 
at 415 N. Dearborn St., Chicago. 


In Philadelphia—nearly everybody reads The Bulletin 


The Sunday Bulletin — first issue 
published February 9, 1947 


' Advertising Age, January 12, 


Keep Costs Down 
These Easy Ways, 
Agency Suggests 


PHILADELPHIA — Worried by the 
rising costs of advertising produc- 
tion, Gray & Rogers, Philadelphia 
agency, has distributed among its 
clients—and prospects, too—a bro- 
chure listing 10 suggestions for 
keeping costs down. . 

The foreword suggests that by 


closer cooperative effort on the 
part of advertiser and agency, 
many unnecessary expenses can 


be eliminated from the production 
bill. No claim is made that the 
suggestions are original, but mere- 
ly an underlining of common pro- 
duction habits that tend to send 
costs soaring. 

Under the heading of “Time,” 
one suggestion is that the adver- 
tiser allow the agency ample time 
for production to obviate over- 
time. 


‘Forget Comprehensives’ 


Elimination of unnecessary “com- 
prehensives” is another suggestion. 
“If you are able to visualize a fin- 
ished advertisement,” the advertiser 
is told, “without having to see it 
in facsimile before production—and 
if you have confidence in the ability 


a rough start—you'll save money by 
forgetting that such a thing as a 
‘comprehensive’ exists.” 

Use of type, instead of hand let- 
tering, wherever possible is urged, 
with the comment that “the work 
of many fine designers, some of 
them immortal, is cast imperishably 
in metal.” 

Advertisers are advised to sup- 
ply good photography to cut down 
on retouching costs. “Spend enough 
on photography to make life haz- 
ardous for the retoucher,” the bro- 
chure suggests. 


New Artwork Necessary? 


Unnecessary artwork for use in 
different media increases the cost. 
To cut down, the brochure sug- 
gests that advertisers have the 
agency explore the possibility of 
using available artwork or engrav- 
ings in whole or in part, before 
ordering new artwork or engrav- 
ings for supplemental or secondary 
media. 

Advertisers are advised to leave 


of your agency to finish well from | 


1948 


it to the discretion of the agency 
to effect economies in production 
in the case of choosing the most 
effective means in illustration. [t 
advises against a sweeping order 
that 11 phases of production be 
completed in the “cheapest way,” 
this leading often to false econo. 
mies which impair the ad’s effective. 
ness. 

Clients are warned about the high 
cost of revision of copy in proof 
form and advised to approve copy 
in typewritten form whenever pos- 
sible. ; ‘ 


Limit Separate Ads 


“Make sure that your agency re- 
views your publication schedule 
with the one objective of produc- 
ing as few separate advertisements 
as possible during a single month,” 
the brochure suggests, “lest you 
find you may be paying for sepa- 
rate layouts, engraving and _ typo- 
graphic composition for different 
size pages. One set of engravings 
—even one setting—can, by clever 
manipulations, be made to cover 
many different type-page sizes.” 

Advertisers are advised to ex- 
plore the possibilities of repeat 
ads in the same publication. “Ob- 
viously, if six advertisements will 
be effective, by repeat perform. 
ance, over a 12-month schedule,” 
the brochure says, “the production 
}economies will be well worth ex- 
| ploring.” 

In conclusion, warning is given 


against one of advertising’s pet 
extravagances — piecemeal produc- 
tion, 

“If a series of promotional 
media—self-mailers, envelope en- 
closures, package inserts, folders, 
and the like—is a part of your 


over-all advertising program, insist 
that your advertising agency ex- 
plore the economical advantages oi 
creating and producing the series 
in a gang,” the brochure 
cludes. 


con- 


Grant Opens Office 
in Bombay, India 
Grant Advertising, Inc., has 
opened an office in Bombay, India, 
on the ground floor of the Taj 
Mahal Hotel. In charge is J. . 
Osmond-Jones, formerly assistant 
to Fred Spence, who is manager of 
the agency’s Calcutta office. 
Grant Advertising now has sevetl 


domestic and 12 foreign offices, 
;and a total personnel of nearly 
' 800. 


. 
~, 

‘ 
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| 
__N. D. FARM PRODUCTION 
TOPS 
BILLION DOLLARS 

IN 1947 


Crop and livestock production 
$10,979 per 


averages 


The 


Fargo Forum 
47.000 daily and Sunday editions in 
this “good business” market. 


THE FARGO FORUM 


Published Morning, 


FARGO, NORTH DAKOTA 


MEANS BUSINESS 


farm 


is distributing 


Evening and Sunday 


Representatives, Kelly-Smith © 


| Affiliated with Radio Station WDAY 
i 
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Now... most readability for subscribers 


Li 


With the January issue, PRACTICAL BUILDER once again sets a 
new standard, and a new pace, for magazines in the building field 
with a new format that solves modern publishing and advertising 
problems. 


PB pioneered 12 years ago when it came out with a new type of 
building magazine based on a practical how-to-do-it editorial formula 
never successfully imitated. Now PB again breaks with tradition 
while holding fast to its basic editorial formula so successful for 12 
years. PB now pioneers a new format—new arrangement of advertis- 
ing and editorial, welded in such a way as to produce the best, most 
readable, easy-to-use magazine for builders. 


Here’s what PB’s new format in standard size (7x10 type size) means: 


JANUARY, 1948 


Over 1,000 Homes-No Two Alike! 


lesign magic has produced remarkable variety of exteriors in Frank W. 
Oak Forest subdiv.sion (Houston, T i 


+ Design 
Shorp's pre-cut 


a 


la | aN 


BA 


..- best value and visibility for advertisers 


To Subscribers: a more readable, better organized how-to-do-it 
magazine. 


To Advertisers: The most value with highest visibility for their 
sales messages. 


Comments from readers and advertisers alike have been enthusiastic 
because the “‘New Look” solves today’s problem of producing a 
readable magazine with large volume of advertising and reading 
matter. It gives both advertisers and readers a ‘“‘break’’. We predict 
that PB’s new format in standard size will be widely imitated by 
other business papers. 


See the new size PB and judge for yourself the soundness of its new 
format—for its readers—for its advertisers. Write for your copy. 


sneneamnt 


er 


What they say aout PRA 
Challenging New Format 
“The first issue of ‘Practical Builder’ in its 
new form makes a splendid magazine. Its 


contents have always been excellent .. .”’ 
Sales Manager 


“Just a note to congratulate you on the 
splendid appearance that PRACTICAL 
BUILDER has taken on in its new ‘dress’. 
Certainly you and your associates are to be 
congratulated on doing a bang-up job...” 

Vice-President 


“Congratulations on the ‘new look’ of your 
publication. It is a big improvement...” 
Vice-President Sales Manager 


“We are looking with real enthusiasm at 
the first issue of PRACTICAL BUILDER 


| more BUILDERS PAY TO READPB THAN A 


in its more convenient size. This book is 
surely a treasure chest of ideas, informa- 
tion and news and there is something 
about the way these sections are presented 
that makes the material easy to digest. 
Looking through this book, you sense an 
audience and an industry that is. practi- 
cally screaming for action, materials and 
better methods...”’ Manager, 

Sales Promotion 


“Practical Builder terrific in its ‘Practical 
gs aD ag Advertising Manager 


“But best of all is the fact that the new 
book looks like, reads like, andis... Prac- 
tical Builder, despite the change in size. I 
think that this is important to readers and 
advertisers alike. Everybody on your staff 
who has worked to bring about these sig- 
nificant improvements deserves sincere 
congratulations... and here they are’... 

Account Executive 


NY 


““Congratulations! ‘Now you have gone and 
done it’! I think the new Practical Builder 
in its improved dress is a.100% step for- 
ward. The publication is much more read- 
able and I think your readers will univer- 
sally approve the new dress .. .”’ President 


PRACTICAL BUILDER 


Also publishers of BUILDING SUPPLY NEWS, 


Leading Lumber and Building Material Dealer trade publication 
5 SOUTH WABASH AVENUE, CHICAGO, (3) 
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Sherman and 
Marquette Now 
a Partnership 


CuicaAGco—The advertising, Stuart 


agency of Sherman & Marquette, 
Inc., which has heretofore been a 
corporation, became a_ partnership 
on Jan. 1. No change in name, 


THE NEGRO 


MARKET [IS 


TERRIFIC! 


15 million American Ne _— 
10 billien dollars a year! If you ve 
, or any other 


food, drinks, —= 
products to sell, reach this big buyi 
public es the Negro papers a 
magazines. interstate Un News- 
papers, inc., 545 Fifth Ave., N. Y., can 
show you ‘how advertising in these 
publications reap big and 
profits! Write us today. 
NOTE: We now have facts compiled by the 
® Research Co. of America on brand 
preferences of Negroes from coast to coast. 
Write now for this free information. 


markets 


| personnel or operations ‘s involved, 
except for the dropping of “Inc.” 
| from the company name. 
| General partners are 

| Marquette, 


Arthur F. 
chairman of 
treasurer, and 
Sherman, formerly _presi- 
dent. Carl S. Brown, vice-presi- 
' dent and manager of the agency’s 
|New York office, is also a partner. 
| The agency, which celebrated its 
10th anniversary in October, moved 
the “giant” classification in 
| 1947, when billings totaled almost 
$11,000,000. It had billings of 
$530,000 initially. 

The big bulk of these billings 
are from portions of the Colgate- 
Palmolive-Peet, Quaker Oats and 
Sterling Drug accounts. 


Sells Strauss Line 


formerly 


‘the board = and 


i. 
| into 


W. T. Grant Company, New 
York, has installed a complete 
line of Strauss Store auto acces- 


sories in two of its new stores in 
Syracuse and San Antonio. Regal 
tires and other Strauss Store prod- 
ucts also are expected to be sold in 
future Grant branches. 


| 
| 
| 
| 
| 


NLRB Resumes 


Hearing on ITU: 


Policy in Chicago 


CuHicaco—Local 


| national Typographical 


| Randolph, 


ITU's 


16 of the Inter- 
Union on 
Thursday sent word to Woodruff 


president, 


that 


| negotiations toward an agreement 
| with Chicago commercial printing 
| houses have reached a stalemate. 


| 


| 
! 


| The Franklin 


Association, 
| resenting several hundred commer- 
| cial shops, will not negotiate over 


rep- 


| wage increases until the matter of 


Franklin 


Association 


signing a contract is settled. 
the newspaper publishers here, the 
is opposing | 
the ITU's “no contract” or “60-day 
contract” policy. 
The newspapers have published | asked for adoption of the resolu- 
| Vari - typed and _ photo-engraved | tion. 
| editions since late November when | 


Like 


1,500 of Local 16’s members struck. ; Relations Board resumed its 
It is believed that the Mail-| grating hearing here 
ers Union here, an affiliate of ITU,| to take testimony in the case 


lis, was continued in Washingt 


Nee Beating. esumes | has now moved here for about 


Whether the union, which has 
3,500 members in commercial shops 
here, calls these men away from 
work remains to be seen. Next) 
step will be for Mr. Randolph to 
come here from Indianapolis 
try to reach an agreement with the | Southern 
Franklin Association. If that fails,| Association, 
the union will probably ask and get | and 
permission from the international | 
to strike. 

The AFL Central Federation of 
Labor Tuesday voted to try to 
help the newspaper’ publishers 
and Local 16 to solve their prob- 
lem, providing the 
Chicago 


|days and will move. elsewh 
later. 


Concerns Chicago Strike 


Newspaper 


other publishers were 
ent for the hearing, being held 
NLRB’s examiner Arthur | 


room, 


At the outset of the 


Wednesday, Allen Sinsheimer 


Newspaper Publishers 


‘Advertising Age, January 12, 1948 


mi- 
Wednes: ay 


TU 


may strike later this month or | its own complaints that the | 
early in February against the | has violated the Taift-Hartley “ 
newspapers. The hearing began in Indiana 


Union members filled the hear 


local and the attorney for NLRB, filed a bill 


ct 
O- 
n, 
10 
re 


Counsel for the American News. 
tO| paper Publishers Association, 
Publishers 
Chicago Newspapers 


pres- 


by 


eff 


ing 


hearing 


Jr., 
of 


particulars respecting the Chicago 


| Association ask the AFL central | strike. This declared that the inter. 


body to do so. The ITU 


local | 


employment through Local 16; 


attempted to discriminate 


Meanwhile, the National Labor 


rs 


© de O'out of 10% 
~~ HARDWARE . 


ADVERTISERS USE 
“HARDWARE AGE? 


A Chilton Q Publication 


There’s no mystery to Hardware Age leadership. 


ployment; since Sept. 3, 1947, 


papers hire only foremen who 
members of the union, and 
| refused to bargain collectively 


gain collectively. 
This bill was accepted by 
| Leff over the 


national has imposed conditions of 


has 


against 
employes by its conditions of em- 


has 


insisted and required that the news- 


are 
has 
or 


caused the local to refuse to bar 


Mi 
objections of Ger- 


Hardware Age is tuned to the high tempo of | hard Van Arkel, ITU attorney and 


hardware selling. It’s the only national hardware 
business paper that brings dealers and wholesalers 
current information every other Thursday ... 
important news while it’s still news . . . vital mer- 
chandising ideas by editors and hardware men who 
really know their business... and the greatest 
parade of product advertising in the field. 

Hardware Age provides the only wholly volun- 
tary, prepaid circulation in the national hardware 
field. Of its 33,500 copies, the 20,300 which go to 
retailers are seen by an average of 4.6 readers each 
— providing an audience of 93,380 at the retail 
level alone. More advertisers use Hardware Age 
than any other hardware paper because year in 
and year out it serves them best. 


100 EAST 42nd STREET e 


former NLRB general 
Mr. Van Arkel protested that 
NLRB attorneys have not 
clear whether they consider 


the Chicago Newspaper 


papers individually. The 
papers involved are the Chi: 
Herald-American, Journal of 
merce, News, Sun, Times 
Tribune. 


Complaint Amended 


Mr. Van Arkel also 
Arnold for the SNPA, also at 
hearing, have made their 
without first 
facts. The 


chai 
investigating 
examiner, 


tiations by ITU locals in ot 


lating the act by insisting on ‘ 
day contracts.” 
Arkel declared, should not be « 
sidered a violation of the law. 


WASHINGTON PAPERS 
OFFER WAGE BOOST 


HARDWARE AGE 


®@ Charter Member & 


NEW YORK 17, N. Y. 


—— 8. we tad 28 to hee eo eB . @pEAyY HAS DWARE MARKEE 


WASHINGTON — Printers on 
Washington 


newspapers wert 
vote last night (Jan. 11) on a: 
wage increase offered by 
lishers, 


_lishers and accepted by union m 
tiators shortly after 
bers asked authority to 
strike vote. 

Newspapers have advertised 
Vari - typists and _ electro 
typewriter operators in event 
walkout. 

If accepted, the offer would 
vide an increase of app 
mately 10% retroactive to 
12, 1947, when a previous con 
expired. 


tak 


Mosher Products Company, 
York, maker of Nail-Aid, a 


uct designed to prevent. br 
and brittle fingernails, has 
pointed Jasper, Lynch & Fi 
New York, to handle its a‘ 
tising. 


Doner Boosts Hosford 


Raymond O.. Hosford, art «) 
tor in the Chicago office of W 
Doner & Co., has been elect 
stockholder and_ vice-president 
charge of art. 


cities later to be covered in 
| hearings. 
Mr. Sinsheimer also was 
lowed to amend the © origi 


NLRB complaint to make it c! 
that the ITU is charged with vio 


ITU men- 


counsel 


the 


made it 


+h 
Lilt 


ITU guilty of not negotiating wit! 
Publish 
ers Association or with the news- 


S1X 


agi 


Com- 


ant 


declared 
that Mr. Sinsheimer and Thurma: 


i 
t 
ges 


1 
+h 
thi 


however 
| gave the NLRB counsel until Ja 
26 to obtain evidence as to ne 


her 


+} 
ul 


4 
< 


na 
lid 


Cal 


“60 


This, too, Mr. Var 


on- 


ss 


The offer was made by the pu» 
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Never Underestimate the Power of a Woman! 


Nor the Power of the Magazine Women Believe In: the Journal—bought by 


more women than any other magazine*. That’s because the Journal interests 
more women more deeply. It plays a more intimate, useful role in their lives than 


any publication not edited specifically for women ever could play. If your product is of 


primary interest to women, you can tell more women, more effectively, in Ladies’ Home JOURNAL 


Bought by nearly a MILLION MORE women than any other magazine’ 


*Monthly OR weekly, with audited circulation, 
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THE PHIL 


_ CARRIED MORE THAN(: 
OF ADVERTISING--| 


EVER PUBLISHED BY| 


i 
ies 


EWSPAPER AT 


Che Philadelphia Anguirer 


EXCLUSIVE ADVERTISING REPRESENTATIVES 
THEO. W.LORD ROBERT R. BECK GEORGE S. DIX 


Empire State Building, New York City 20 North Wacker Drive, Chicago Penobscot Building, Detroit 


WEST COAST REPRESENTATIVES FITZPATRICK & CHAMBERLIN 155 Montgomery St., San Francisco 
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London (E. C. 4): P. A. Marteau, 107- 
110 Fleet St. 


postage extra. 


10 cents a copy, $2 a year in the United States. 
Myron Hartenfeld, circulation director. 


Foreign 


An Important Trademark Case 


The decision of the United 
States circuit court of appeals in 
the Sunkist case, in which Cali- 
fornia Fruit Growers Exchange 
was denied the right to prevent 
a bakery in Rock Island, Ill., from 
using the Sunkist name on bread, 
is one which deserves the careful 
attention of all who are interested 
in trademark protection. The case 
is especially interesting because it 
is one of the first to be decided 
on the basis of the recently en- 
acted Lanham Act. 

The court waxed sarcastic over 
the possibility of confusion, point- 
ing out that the fruit growers 
and California Packing Corpora- 
tion have an amicable agreement 
which permits both to use the 
Sunkist mark. If they can use it 
“without confusion” on fruits and 
vegetables, certainly use of the 
mark on bread will not be con- 
fusing, the court said. 

While the court’s decision was 
obviously influenced greatly by 
this agreement, the language of 
the decision strikes an ominous 
note for the owners of famous 
trademarks. For example, the 
court said: 

“Unless ‘Sunkist’ covers every- 
thing edible under the sun, we 
cannot believe that anyone whose 
1.Q. is high enough to be regarded 


by the law would ever be con- 
fused: in the purchase of a loaf of 
bread branded as ‘Sunkist’ because 
someone else sold fruits and vege- 
tables under that name. The pur- 
chaser is buying bread, not a 
name ... and there is no finding 
that the plaintiff ever applied the 
word ‘Sunkist’ to bakery prod- 
ucts. 

“The unconscionable efforts of 
the plaintiffs to monopolize the 
food market by the monopoly of 
the word ‘Sunkist’ on all manner 
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—Tips, Kaiser-Frazer Corporation 


“T'aint enuff | buy her a Kaiser dishwasher—now she wants dishes." 


Kid Party 

Just asthe old year was ending, 
the Metropolitan Group held its 
second annual party for the chil- 
dren of advertising men. Kids 
and parents watched a cadre of 
comic artists do their stuff. 

The children liked it, the par- 
ents liked it, and Metro — which 
is fond of saying that the comics- 


cradle to the grave—ought to 


benefit from a first hand demon-|@4S which says, in part, “Now she | 


} ° 
| stration. 


Cute Card 
We thought we’d get through 


the Yuletide without making you | 


reading habit extends from the| 


ful man harassed by the nauseat- 
ing chartreuse of the throne room 
at Elsinore. 

Mmmmm. Guess we ought to 
say that Mr. Sweet works for the 
paint division of Pittsburgh Glass. 


Oh, My Achin’ 

Doan’s Pills have successfully 
been relieving the ills of the hu- 
man race for a long time now, but 
recently we ran across one of their 


|shops ‘cash and carry’ without 
|painful backache.” . . 
| Come now, Doan. 
| fact. 


The “cash and carry” or super- 


Let’s face 


The following documents may be 
secured without charge from com. 
panies sponsoring them or through 
ADVERTISING AGE, by any nationa| 
advertiser or advertising agency 
executive writing on his business 
letterhead. Address ADVERTISINg 
AcE, 100 E. Ohio St., Chicago 1). 


No. 2964. First Again. 


Parents’ Magazine has issued 
this analysis of apparel linage jy 
women’s service magazines, show- 
ing Parents’ position in this setup, 
1942-1946. 


No. 2965. Borrowing on Inventory 
to Finance Your Business. 

| This booklet, issued by Law 
‘rence Warehouse Company, San 
|Francisco, deals with general 
business financing, emphasizing 
inventory financing. 


No. 2966. Test Town U. S. A. 


Current market data for South 
Bend, Ind., is offered in this new 
booklet, issued by the South Bend 
Tribune, along with a discussion 
of South Bend as a test market 
and an outline of what the paper 
| offers. 


|No. 2967. Beyond Chicago’s Sky- 
line Lies That All-Importan 
25%. 

| Chicago Car Advertising Com- 
/pany has issued this study of the 
40-mile area surrounding Chi- 
cago, with maps, illustrations and 
\text describing the opportunities 


of goods sold in the usual food |jook at a Christmas card, but this |™arket has probably ruined more |for suburban transportation ad- 
stores should not be sanctioned by | one from Hy Gardner, of Parade,|acks, frayed more tempers, and 'Vertising. 


the courts.” 

The real point of issue—the ex- 
tent to which a trade name or 
mark can be considered inviolate 
property within the same general 
field of goods, rather than in con- 
nection with directly competitive 
products—is an extremely impor- 
tant one. This point needs clari- 


fication for the benefit of the en-| 


tire business world. And it is too 
bad that in this particular case 
the relation set up between the 
fruit growers and Calpak tended, 
in the court’s mind, to obscure the 
real issue: whether, in the case 
of a trade name so universally 
recognized as Sunkist, a Sunkist 
label on bread might be mislead- 
ing to the ordinary shopper. 


Airlines Awakening? 


Not too iong ago an ADVERTIS- 
Inc AGE editor, along with more 
than 20 other benighted souls, 
spent a full eight hours at one of 
the country’s leading airports, and 
finally returned home _ without 
having lifted so much as a foot 
off the ground. 

He—and the 20-odd others— 
had tickets for an 800-mile flight 
in a ship which was acting up, 
and they got the “ready in half an 
hour” brush-off throughout the 
day as the airline’s mechanics | 
tinkered with the plane, unsuc-| 
cessfully. 

That, of course, was bad. But! 
what raised the editor’s blood 
pressure well beyond the danger 
point was his realization that 
competing airlines had sent more 
than 20 routine flights to the city | 
he was headed for while he| 
waited for his airline to get a/| 


. | 
plane fixed. Yet no one had even 


tempt to “save” its fares from the 
clutches of competition, this par- 
ticular airline had succeeded in 
making a score of people boil with 
anger against flying in general. 
Then, too, a good many people 
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Color Fatigue 

If your friends avoid you, if 
you are unhappy at home, if your 
progeny are difficult, you may not 
need the undoubted services of 
Mum, Listerine or Kix. Your 
trouble may be color. 
| It seems that Pittsburgh Plate 
Glass Company has a color con- 
/sultant, Ralph Sweet. Mr. Sweet 
‘has discovered something that 
|may be as significant as Freud, 
|although it probably won’t make 
/up so handily into a movie. 
| When things are going sour, 
|says Mr. Sweet, it’s time to change 
| the color scheme. “Depressing and 
|clashing color combinations in the 


have begun to notice that in many|home can be just as deadly to 
cities, individual airlines are vying | emotional stability as jungle com- 
with each other to see which can | bat proved to be for many of our 
build the most elaborate and costly | ex-G.I.s,” he claims. 
downtown ticket office, at the pre- As we see it, this is simply ae 
: ; |other complication of modern life. 
cise time when all of ‘them are we have gradually discovered that 
having: a devil of a time making the luckless lout with the limp li- 
financial ends meet. One wonders, | hido is destined for the boneyard 
for example, why half a dozen or|once held only for the shiftless 
more airlines 
established joint downtown facili- | the poor devil may simply be the 
ties in Chicago instead of corral-| Victim of poor color selection. 
ling, individually, both sides of| The literate amongst us will re- 
Monroe St. for several blocks, as | call with what glee the critics who 
well as several other nearby sites. er gel, yo ars tor 
People like these take comfort | ing each novel and author for pre- 


. : , ; ls | 
from the combined reservation viously unsuspected neuroses and | 


service just announced by Braniff| various dark cavities harboring a 
and Capital airlines. In itself this | juicy complex. 
We may now be treated to a 


might not have/jand alcoholic; it now appears that | 


whispered the suggestion to him/|is a small thing, but if it augurs 
that his ticket might be exchanged |a new effort on the part of air- 
for an airline which had a plane| lines to cooperate with each other 
or two capable of getting off the|in their own and the passengers’ 
ground. No; in a misguided at-! benefit, we’re all for it. 


| 
si 


each man’s indecision, later as a 


|brought more marriages to the 
| breaking point than any other in- 
| stitution, including the saloon. 

| Where is the man who has not 
staggered through the turnstile, 
|clutching the splitting sack, 
| stumbling over small fry who 
jhave escaped the watchful eye 
/and eager hand of their mothers, 
‘and begun his tortuous way to 
| Sanctuary? 

Not even Macy’s, that Arma- 
| geddon of shoppers, can rank with 
the sheer viciousness of the super- 
market meat counter. You have 
read a good deal lately about poor 


'driving, but no one is really con- | 


cerned about the way shoppers 
‘handle go-carts in stores, those 
devilish and tricky baskets on 
wheels, 

Doan, if you think pills will re- 
lieve supermarket slouch, that 
tell-tale curve of the spine which 
‘marks the bearer of burden, 
Parag: too optimistic to survive in 
the pill business. 


Jottings 

Johnson & Johnson will shortly 
introduce a new athletic support- 
er, featuring a magnesium cup. It 
was tested by, and will be pro- 
|moted with testimonials from the 
'New York Yankees. Through 
N. W. Ayer & Son... 

Trico Products Corporation, in 
small space ads, asks, “Is it rain- 
\ing tonight in Florida?” And any 
|California chamber of commerce 
|/has a quick answer... 

Several 
have set up permanent displays in 
‘their plants, says American Ma- 
chinist, frequently using leftover 
displays from the Machine Tool 
Show... 


You can get a list of organiza- | 


tions declared by the U. S. Attor- 
ney General to be “totalitarian, 
fascist, Communist or subversive” 
from the National Better Business 
| Bureau. .. 

| Mutual Life Insurance Company 


milar display, except that Ham- | has made it official that women no | of the Month, the publication’s 4 
let, first depicted as a symbol of |longer classify as the “weaker|partment store merchandi 


sex.” In 1948, waiver of pre- 


machine tool builders 


No. 2968. Map and Route List. 

| The Call, Woonsocket, R. I., has 
|issued this folder containing a de- 
|tailed map with market data and 
|a route list of Woonsocket grocers, 


|druggists and liquor outlets. 


No. 2934. Our Country — the 

United States of America. 
| The Philadelphia Inquirer has 
issued a revised edition of this 
booklet, which has been distrib- 
uted widely in the past few years. 
It contains a guide to historic sites 
in Philadelphia, and reproduces 
the words of famous U. S. docu- 
ments, codes, pledges and othe 
patriotic reminders. 


No. 2937. Third Quinquennial 


Survey of the Detroit Market. 
Maps and graphs simplify the 
presentation of 48 pages of figures 
in this Detroit News market re- 
port, which covers population, 
| shopping habits, ownership. anc 
|plans to buy, newspaper coverage 
and a lot of supplementary data. 


| 

|No. 2940. NIAA Report for In 
| dustrial Equipment News 

| Forty-eight items of factua 
'media information, presented i 
‘the form requested by the 
tional Industrial Advertisers As 
\sociation, are put together in this 
folder, issued by Industrial Equip 
ment News. 


\No. 2936. Tenth Annual Surves 
of Homemaking. 

Dell Publishing Company’s ‘tl! 
annual study, reporting on 5 
classifications of foods, house 0! 
products and appliances, sh: W 
brand preferences since 9% 
|among readers of the Dell Move! 
Group. Percentages of the ir 
ket held by leading brands 4! 
|shown, with over-all use of 


| type of product. 


| No. 2941. 


Spotlight on Sales. 
The American Home Spot! 3h 


+m 


plan, gets the spot with exam» 


victim of an Oedipus complex, | mium privileges will be identical| and illustrations of its use in ‘hi 


| will now be limned as a thought- 


| with those of men... 


‘brochure. 
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00D MAN 10 TALK TO 
IN 1946 


When the man from the Chicago 
Daily News calls upon you what 
does he represent? Though he is 
spokesman for a nationally famed 
home newspaper it is not publish- 
ing prestige that he emphasizes, 
but his representation of people 
—living people—Chicago's most 
IMPORTANT million consumers. 
In fact, a consumer group in 
excess of a million. And a con- 
sumer group having at its com- 
mand a rich concentration of 
spendable dollars. (See family 
income figures at the right.) 


It is an exceptional marketing 
opportunity the Daily News man 
represents; a marketing oppor- 
tunity out of the ordinary when 
such potential sales response can 
be stimulated through the me- 
dium of a single newspaper. It 


is, of course, the kind of news- 
paper that is welcomed to these 


IMPORTANT homes, the kind of 


CHICAGO 


newspaper that for 72 years has 
kept the respect of its readers— 
and won respect for its 
advertisers. 


Planning to sell Chicago in 1948? 
Talk to the Daily News man! 


Chieago Daily News 
Families Are Divided 
Into the Following 
Income Groups: 


Over $7,499 ......10.89, 
$5.000 to $7,499 . 13.99%, 
$3.000 to $4.999 . 39.69%, 
%2.000 to $2.999 .23.39, 
Below $2.000 ... 12.4% 


These figures were obtained by an 
independent survey, conducted ex- 
clusively among regular Daily News 
readers, representing a valid cross- 
section, house-to-house sampling. 


DAILY 


For 72 Years Chicago's HOME Newspaper 
John S Knight, Publisher 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 


LOS ANGELES OFFICE: 606 South Hill Street 
NEW YORK OFFICE: 9 Rockefeller Plaza 


DETROIT OFFICE: 407 Free Press Building 
SAN FRANCISCO OFFICE: Hobart Building 


MIAMI-HERALD BUILDING, Miami, Florida 


NEWS 
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WS BI GIVES YOU 


PRIMARY COVERAGE of a 
BILLION DOLLAR MARKET 


Retail sales in the primary coverage area of WSBT totalled 
$1,009,269,000* in 1946! The rich counties of northern Indiana and 
southern Michigan which comprise this billion-dollar market have 
a combined population of 1,300,500*. And there are 414,700 radio 
homes in this area (BMB report). Remember —this is all primary 


a coverage! WSBT secondary cover- 


age blankets two-thirds of Indiana, 
SOUTH BEND 


stretches well up into Michigan, and 
RAYMER 


extends into Illinois and Ohio. 
* Sales Management's Survey of Buying Power 


5000 WATTS 
960 KC + CBS 


COMPANY «© NATIONAL REPRESENTATIVE 


/manufacturer’s 
|dealer distribution system, pre- 


Olympic Radio 
Will Distribute 
Direct to Dealers 


Company's Promotion 


Off; Dealers Expected 
to Advertise Locally 


New YorK—Olympic Radio & 
Television, Inc., which last year 
spent around $100,000 on promo- 
tion, will depend largely on deal- 
ers for consumer advertising dur- 
ing 1948. 

This is a by-product of the 
new  factory-to- 


tested in 12 top cities for the last 
three months, and now to be put 
into effect on a nationwide scale. 
At the same time the company 
began experimenting with the di- 


| Funcionamento Magnifico em toda 


(Magnificent Performance the World Over!) 


a parte! 


The world’s most 
widely known products 
are advertised in 
— the world’s most 
widely read magazine 


The Zenith Radio Corporation advertise- 
ment prepared by the Export Adver- 
tising Agency, Chicago, Ill. for 
The Reader’s Digest in Portuguese. 


Zenith, Coty, Allis-Chalmers Tractors, Burroughs 
Adding Machines—these names you know well are 
rapidly becoming better known in other countries, 

: too . . . through their advertising in one or more of 

: the 14 International Editions of The Reader’s Digest. 


These advertisers use The Reader’s Digest because 
they know that its International Editions: 


e@ Reach more than 3 million good customers in 42 


countries South Africa), Spanish, French 


@ inf — ie tonmire oh eery country : Danish, and Japanese Editions. 
e@ Speak in the language of each country—a cardinal 


principle of export 


+ . . 
An ever-growing magazine in a growing world 


market, The Reader’s Digest offers American ex- 
porters a strong voice in international markets. 


International Editions of 


THE WORLD'S MOST WIDELY READ MAGAZINE 


Mea 


The Reader’s Digest in Portuguese 


Net paid guaranteed circulation 350,000 . . . most widely 
read magazine in Portuguese, reaching good customers 
at rates as low as $2.29 per thousand. 


Published also in English (Australia, Canada, 
(France, Belgium, 
Canada, Switzerland), Swedish, Norwegian, Finnish, 


For rates, list of advertisers and other information, ad- 
dress: The Reader’s Digest International Editions, Inc., 
8 West 40th Street, New York 18, N. Y., LAckawanna 4-0900; 
or 333 N. Michigan Ave., Chicago 1, Ill., DEArborn 8331. 
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rect merchandising plan, siza\le 
price cuts were made on its sets, 
“By distributing our product 
directiy we were able to redice 
prices,” A. A. Juwiler, president 
of the company, pointed out. “Jie. 
sults of tests in cities where saies 
increased greatly were so favor- 
able that we decided to try it 
throughout the country.” 


Features Outlined 


Outstanding features of the new 
distribution setup, which the com- 
pany calls the Olympic Network, 
are described as follows: 

1. Exclusive dealers in each 
community, with no more than 
one in each category—department, 
furniture and music stores, etc. 

2. “Slow movers” and resultant 
markdowns are eliminated by lim- 
iting models to those in greatest 
demand. 

3. Improved quality to insure 
top performance and keep service 
charges at a minimum. 

4. A streamlined cost structure 
devoid of waste elements (Olym- 
pic prices range from $14.95 to 
$349 for a five-way console). 


Plans Local Ads 


Promotion plans were explained 
as follows: 

“There will be powerful, well 
timed advertising in the media at 
point of sale, contracted for at 
the lowest space rates enjoyed by 
network members, outlays being 
geared to an indirect percentage 
rate to sales dollars. This has 
every advantage over the con- 
ventional method of ‘loading’ the 
manufacturer’s prices with adver- 
tising allowances which, more 
often than not, are unproductively 
used on ill-timed and ineffective 
so-called ‘institutional’ copy.” 

All areas will be covered by the 
“network” with the exception of 
New York City, the territory of 
a company-owned distributing 
subsidiary, and several remote 
and sparsely populated areas now 
served by wholesalers. 

The company’s advertising, 
|which will concentrate on busi- 
| ness papers, will continue to be 
|handled through LaRoche & Ellis. 
|A consumer campaign, for which 
|no figure has been set, will pub- 
licize new radio models in late 
| March. 
| Olympic has no television sets 
on the market, but is manufactur- 
ing receivers for Hotelevision, a 
firm set up to provide “television 
for every room” in hotels. The 
jlatter is planning an advertising 
|drive of its own soon. 


| ‘The American Weekly’ 


Boosts Dodge, Hultman 


Fred N. Dodge, eastern man- 
|ager of the trade extension div!- 
‘sion of The American Weekly 
|New York, has succeeded George 
|E. Wilkinson, retired, as national 
| manager of the division. Mr. Wil- 
|kinson, former vice-president and 
| district manager of the Genera! 
Foods Corporation, became east- 
|ern manager of the trade exten 
| division of The American Weck! 
|when that department was 
|ganized in 1930. He became 
| tional manager on Jan. 1, 1947 

John H. Hultman, a membe 
| the staff of the division since | 
|}succeeds Mr. Dodge as easiern 
manager. 


| Names Rodway Sales 


| Angostura-Wuppermann Cor po- 
| ration, New York, has appol' ‘e@ 
|} the Rodway Sales Corporai 
|New York, as exclusive sales 
resentative for Angostura 3 
|matic bitters and A. W. Grenac ne 
lin the New York metropo! 4! 
area. 


} - . . ’ 
Joins ‘Young America 
William Steiner, former » 

jness and circulation manager © 

The American Girl, New Yo *: 
|has been appointed circulation 

rector of Young America, Yo: "! 
_America Reader, Young Amer ©@ 
| Junior Reader and Young Amer'c@ 
| Teacher, New York. 
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FAIRCHILD BUSINESS PAPERS—THE HEART OF THE BUSINESS NEWS 


This new building is the inevitable answer to a chronic 
case of growing pains. It was designed to meet the ex- 
panding demands of our expanding list of subscribers— 
who now number 117,079 in the big league industries 


covered by the Fairchild Business Papers. 


This is a big league plant—geared for high-speed pub- 
lishing requirements. It adds 125,000 square feet to our 
over-all plant capacity. It provides vitally needed elbow 


room for our 1107 full-time New York City employees. 


WOMEN'S WEAR DAILY DAILY NEWS RECORD RETAILING HOME FURNISHINGS 


' 100,000 architects 


designed by more than 


It enables us to spot our various departments around 
Strategically so that they function more efficiently and 


cut down the time it takes to disseminate the news. 


This building insures better teamwork with the 254 Fairchild 
people stationed in key cities in the other major areas of 
this country...and with the 327 Fairchild news corres- 


pondents who cover the world for us. 


Fairchild, a big publishing business... keeps pace with 


an ever-growing industry. 


FAIRCHILD PUBLICATIONS 


8 East 13th Street, New York 3,N.Y. Phone ORchard 4-5000 


Covering the Textile, Apparel, Home Furnishings and related industries 


MEMBER AUDIT BUREAU OF CIRCULATION 


MEN'S WEAR FOOTWEAR NEWS FAIRCHILD BLUE BOOK DIRECTORIES 
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Elects Three Directors 


W. H. Conine, R. E. Thompson 
and John H. Tinker, vice-presi- 
dents of McCann-Erickson, New 
York, have been elected to the 


Endicott Joins Gibson 


Thomas D. Endicott, former 
eastern advertising manager of 
World Ports, has joined George H. 
Gibson Company, New York, in- 


board of directors of the agency.!dustrial advertising agency. 


* * *& & & ONE journal reaches regularly 


ae 


Retail Jewelry Store in U.S.—100% Coverage 


NJ reaches monthly EVERY 
Retail Jewelry store in the 
U.S.A. listed by Jewelers’ 
Board of Trade—except very 
small stores listed as ‘re- 
pairers’ — 7,000 more RE- 
TAILERS than are reached 
by the second jewelry publi- 
ecation—a greater number 
than are reached by all other 
jewelry publications com- 
bined! Total RETAILER -cir- 
culation exceeds 21,400 copies. 


NATIONAL 


CHARTER [qq] MEMBER 
CHICAGO * NEW YORK * PROVIDENCE * ST.LOUIS * LOS ANGELES 


Because jewelry stores spe- 
cialize in small, portable 
‘quality’ articles exquisitely 
designed for personal or 
home use — durable articles 
representing not only the 
ultimate in artistic design 
but also the maximum in 
gracious living, manufactur- 
ers and importers of all such 
articles should give heed to 
the prestige-advantage of dis- 
tributing thru jewelry stores 


Audit Battle Seen 
as CCA Lowers Bar 
fo ABC Members 


Controlled Group Sees 
All Circulations Now 
Open for Analysis 


New YorK—The stage was set 
last week for a battle of audits in 
the business paper field. 

With no fanfare, Controlled 
Circulation Audit, Inc., has quietly 
withdrawn its original require- 
ments of membership, which for 
17 years have held that no con- 
trolled circulation publication may 
become a member if “more than 
50% of its total distribution... 
has been paid for by the recipients 
at a rate of more than half the 
published subscription price.” 


The membership rules now 
simply require that a publication 
be sent periodically and confined 
to a specific industry, business, 
trade or profession, and that it has 
operated as a controlled circula- 
tion publication for six months or 
more. 

Frank L. Avery, managing di- 
rector of CCA, told AA that “the 
reason CCA has adopted this pol- 
icy is because the legitimate pub- 
lication had no other way of ob- 
taining an audit on all of its cir- 
culation, whether paid or free.” 
He was referring, presumably, to 
the fact that the Audit Bureau of 
Circulations does not audit unpaid 
circulation in any detail, although 
a number of business papers sup- 
plement their paid distribution in 
this way. Under ABC rules, un- 
paid distribution may not exceed 
30% of paid distribution. 


Sets Three Objectives 
In Mr. Avery’s view, the CCA 
move will permit three objectives 


to be gained: (1) a complete 
audit of a business paper’s cir- 
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National magazine of the fooditiads ie 
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Move Readers 


With the men who know food trade 
publications best — the big volume 
retailers — The Progressive Grocer 
is preferred more than 4 to 1. The 


reason is simple. Month after month 


its pages are packed with sound, 


down-to-earth, working information 
retailers can take and use in their 
stores. That's the kind of stuff they 


want — information that helps them do 


more business and make more money. 


It's what they find in every issue. 


That's why The Progressive Grocer 


is the dealer's choice. 


a2 


New York * Chicago * San Francisco * Los 


merchants in this territory.” 


Jordan Stevens Co. 
Minneapolis, Minnesota 


“We get several copies of The Progressive 
Grocer and each one is read thoroughly 
by our department heads and salesmen. 
From remarks made almost daily by our 
\ customers such as, ‘I saw it in The Progressive 
Grocer,’ or, ‘There is a good idea in this 
month's Progressive Grocer,’ | am very certain 
that it gets the attention of the better 


CHARLES B. JORDAN, President 


Sponsors of Food Guild Stores 


where the best merchants 


in the food trade 


get their best 


selling information 


Advertising Age, January 12, 949m 


culation; (2) an opportunity fo; 
publishers to break down their 
circulations in their own way, in. 
stead of using the manda ory 
breakdowns of ABC’s parag: iph 
10; (3) all business papers jf 
they desire, may enter the circiila. 
tion market place under the s:me 
conditions. 

Mr. Avery said CCA will not 
audit circulation as “paid” ang 
“unpaid”; it will merely audit as 
to distribution. 

Some observers thought that 
dual membership might result, 
with publications continuing their 
ABC status and audits for paid 
circulation. 

CCA now has about 250 busi- 
ness paper members, about 10) 
fewer than the business paper 
members of ABC. In its history, 
less than 10 papers have moved 
from CCA to ABC, and it has 
added more than 50 papers which 
once held ABC membership. 


None Makes Application 


While some 40 publishers of 
business papers are reported to 
have made inquiries about the 
possibility of CCA membership 
under the new rule, it was said 
that none had yet been given ap- 
plication blanks. 

CCA officials said the move 
had been under way since last 
March, and recently has had the 
wholehearted support of the Na- 
tional Busiftess Papers Associa- 
tion, a group of about 50 papers, 
all of whom are controlled circu- 
lation. 

In November, Rex W. Wadman, 
president of NBPA, sent a memo 
to all members urging the crea- 
tion of a new organization called 
Business Paper Audit out of the 
present CCA. Business Paper 
Audit, under Mr. Wadman’s plan, 
would audit business papers im- 
partially, whether controlled or 
paid or a combination of both. 

An NBPA spokesman said re- 
sponse from members had _ been 
favorable and enthusiastic. 


Moore Enameling Plans 
Bettsy-Ann Ware Drive 


Moore Enameling & Mfg. Com- 
pany, West Lafayette, O., will use 
color ads in national magazines 
for the first time during 1948 to 
promote its line of Bettsy-Ann 
ware, new type of cooking utensil 
placed on the market during the 
past year. Copy will appear in 
Better Homes & Gardens, Bride’s 
Magazine, Ladies’ Home Journal 
and Woman’s Home Companion. 

Ads for Memco, a companion 
line, will continue to appear in 
these and other national maga- 
zines during 1948. Byer & Bow- 
man Advertising Agency, Colum- 
bus, O., handles the account. 


Rust Craft Shifts Four 

Charles West, general manage! 
of Rust Craft Publishers, Inc. 
Boston, has been elected president 
of the company. Wrightson Chris- 
topher has been promoted from 
sales manager to general manage!, 
|and Frank Shaw from production 
controller to sales director of ©ast- 
ern representatives. Wyman Ean- 
/dall, manager of the purchasing 
department, has been named s2les 
director of western representa- 
tives. 


G-E Appoints Hanna 

Robert B. Hanna, recently re- 
turned from military service, 45 
| been placed in charge of conven- 
|tions and exhibits in the adver 
| tising and publicity departmen: © 
General Electric Company, S« 
nectady. He succeeds L. W. Shué; 
who will continue in an advisory 
capacity. 


_C&I Names Richland 

| C&I Umbrella Mfg. Corpora‘ 
|New York, has appointed Irwi' 
|Richland Company to handle ! 
| advertising. 


5 


crm 


Tool Firm Names Boyden 
| Walter M. Boyden has bee! 
-named sales manager of the |-Y 
‘Pro Tool Company, New Bedford 
| Mass. 
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The desirable (know 
how) existing in our shop 
is a vital factor in main- 
taining the quality of our 
engraving and assures de- 
livery when urgent needs arise. 
Our staff meets such situations 
cheerfully, understanding as 


they do the “‘dead-line"’ crises 


which all advertisers encounter. 


A QUARTER CANTUIRY 


of engraving service to the advertising industry has won 


recognition for the name REVERE as a symbol of quality 


and speed. 


Just as Paul Revere, Revolutionary patriot and America's 


first engraver, created masterpieces which are 
esteemed to this day, so we endeavor to 
produce work for which appreciation will grow 
as the years pass. In this, our twenty-fifth 

year we pledge our personnel and 

equipment to the production of the finest 
engraving possible through the use of 


modern methods and up-to-date 


photo-engraving facilities. 


Let us suggest that you inquire about— 
— REVERE FOR COLOR — 


. ‘ e < 
epbreaetscas chia or X 


PHOTO ENGRAVING CO. 


712 FEDERAL STREET: CHICAGO -S 


ILL - Phone WABosh 8816-8817-8818 
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‘Home Journal's’ 
‘AT Gross Income 


Hit $38,751,000 


New YorKk—Runner-up to Life | 
in combined gross advertising and 
circulation revenue in 1947 doubt- 
less was The Saturday Evening 
Post, with either Collier’s or the 
Ladies’ Home Journal third. Time 
was up among the leaders, too. 

Life reported (AA, Dec. 22) 
that its advertising revenue was 
about $75,500,000 and circulation 
revenue about $32,500,000, a total 
of about $108,000,000. 

The Ladies’ Home Journal said 
that its 1947 advertising revenue 
was $25,634,827 and circulation 
revenue $13,116,768, a total of 
$38,751,595. 


Limits Subscription Credits 


In this connection, the Journal 
pointed out that its circulation 
revenue in any given year “repre- 
sents only a credit on magazines 
actually delivered in that year. In 
other words, in the case of a three- 
year subscription started in Jan- 
uary, 1947, only one-third of the 
total subscription price is credited 
as 1947 revenue.” Most publish- 
ers are said to credit the entire 
amount to the year in which the 
subscription is sold. 

The Saturday Evening Post | 
would report neither advertising | 
nor circulation revenue for 194T. | 
In 1946, the Post’s advertising | 
revenue was about $47,000,000, as | 
compared with Life’s $56,000,000 | 
for that year. In 1947 the Post 
continued to carry slightly see | 
advertising lines than Life, but its | 
circulation was only about three- | 
fourths as large. The Post’s total | 
revenue probably approached 
$75,000,000. 

Time’s advertising revenue rose 
from $18,537,507 in 1946 to $23,- | 
021,000 in 1947, but Time would 
not report circulation income. 
Collier’s would not report infor- 
mation on either source. 


Donnelly Expands 


John Donnelly & Sons, Boston, | 
outdoor advertising company, is | 
reported to have acquired the fa- | 
cilities of O’Keef & Proescher, | 
Norfolk, Va., extending the Don-| 
nelly activities to nine Atlantic 
seaboard states. 


in Savannah 


. and in the homes of 
over a million people, in 79 
counties, of the great 
Georgia-Carolina seaboard 


market. 


630KC - S000 WATTS: FULL Time 


Young in New Post 

B. B. Young, advertising and 
sales promotion manager of Na- 
tional Silver Company, New York, 


Advertising Age, January 12, 19:8 
bone of the campaign. The list|Hunt product to get promot 5p 

H unt Schedules prose The American Weekly, | will be tomato sauce. Young & 
. |_Good Housekeeping, Ladies’ Home | Rubicam is the agency. 
Magazines to Up | hav ws se 


_Journal, McCall’s and Woman’s | 


‘has been assigned to the com-| M 7 7 Day. . 
/pany’s new sales promotion rot istr ib ution _ Business papers slated to carry Mazer Appoints Waters on I 
| velopment division for the furni- San Francisco—Hunt Foods|copy include Chain Store Age,, Mazer Brothers, New Yok PiILA 
ture trade. will step out this year with the|Food Topics, Progressive Grocer,| creator of costume jewelry, |.as MJ jnguire 
ramen “largest advertising budget in the| Super Market Merchandising and | appointed Norman D. Waters & Mpave le 
Firm Name Changed company’s history,” using maga-| regional food publications. Associates, New York, to hanile Mion of 
| : : : : | its advertising, which will include a ae 
rene : zines and shooting for wider dis- Newspapers and outdoor also : ; 3 with “k 

J. Gordon Lippincott & Co., in- |*. ti : : color pages in Harper’s Bazcar s 

dustrial designer, 500 5th Ave.,  ‘ribution. __| will be used, with New York and | and Vogue. Amos Parrish & Co, [gcal’ © 
New York, has changed its name) A 52-week, full-color schedule in Los Angeles scheduled, and other| New York, formerly handled ‘he through 
to Lippincott & Margulies. Life, starting Feb. 9, is the back- markets may be added. The first | account. The | 
— 


McGRAW-HILL PUBLICATIONS 


Headquarters for Industrial Information 
330 West 42nd Street—New York 18, N. Y. 
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Inquirer’ Starts 
Facsimile Papers 
on Daily Basis 


Pi (ILADELPHIA—The Philadelphia 
Inquirer and Station WFIL-FM 
have launched regular transmis- 
sion Of a facsimile newspaper, 
with “broadcasts” of two editions 
daily on a five-day basis, Monday 
through Friday. 

The daily service was inaugu- 
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rated with the first regular trans- 
missions Dec. 29. The initial fac- 
simile edition was broadcast for 


‘members of the American Asso- 
‘ciation of Teachers of Journalism 


and the American Association of 
Schools and Departments of Jour- 
nalism, at their annual conven- 
tion here. 

Recorders have been set up at 
public display points to receive 
the facsimile broadcasts, and a 
series of special demonstrations is 


19 


|city. The first was presented for|en’s pages and crossword puzzles. | facsimile recorders. 


‘the Philadelphia Club of Printing 


The Inquirer has been experi- | 


|House Craftsmen Jan. 8 at the | menting with facsimile broadcast- 


Poor Richard Club. 


Contain Many Features 


The two daily editions include 
an eight-page issue at 2:15 p.m. 
/and a four-page issue at 5 p.m. 
The facsimile pages measure eight 
by 11 inches, and contain many 
‘of the regular features of the 
‘daily newspaper—news and fea- 


|ing since 1939, when the front 
/page of the newspaper was trans- 
mitted from the RCA laboratories 
in Camden, N. J., to WCAU’s 
studios here. Experimenting in 
commercial facsimile was vir- 
tually halted during the war, 
when existing facilities were taken 
over by the government. Postwar 
|service has been delayed because 


planned for organizations in the | tures, cartoons, comic strips, wom- | of the inability to get sufficient 


_ 


Hoes it sell switch-gear? 


Ss 


No doubt those cuddly kids in the ad over yonder will attract attention. 


They will probably arouse interest, too. But can they 


(and the copy that accompanies them) sell switch-gear? 


The moral is all too obvious: —Business paper advertising will produce 


maximum results only when you gear your advertising copy to the 


product... and you put teeth in it that mesh with the readers’ own interest. 


Properly selected business papers offer you a hand-picked audience, 


plus the white space in which to tell your sfory. 


How you tell it is squarely up to you. And so are the results. 


Copy that speaks their language — intelligently and effectively—in the 


McGraw-Hill publication that is edited for the buying 


influences in your market provides an advertising team that’s hard to beat. 


ASK YOUR McGRAW-HILL MAN for your copy 


of the new edition of “‘The Pulse Beat of Industry.” 


It’s a survey of current business conditions 


and trends as seen by McGraw-Hill editors. 


| Models now in use by the In- 
|quirer were constructed by Gen- 
‘eral Electric Company from 
| specifications set by Radio Inven- 
‘tions, Inc. 


Field Promotes Two 


Harold J. Nutting, general mer- 
chandise manager, has been pro- 
moted to general manager of the 
Marshall Field & Co. stores in 
Chicago, Evanston, Oak Park and 
Lake Forest. Jean L. Schureman 
has been advanced from assistant 
/general merchandise manager to 
general merchandise manager. 
Both have been with the company 
for the past 24 years. 


Names Ankeney Agency 


Reynolds & Reynolds Company, 
Dayton, office equipment, has 
placed its advertising with An- 
keney Advertising Agency, Day- 
ton. Business papers and direct 
mail will be used to advertise busi- 
nes forms and aids for automotive 
dealers and their service depart- 
ments. 


pee 
12h) 
*" of FOREIGN SERVICE 


READERS are age 20 to 35 . .!* 


This is the acquiring age. Mostly 
married, or about to be, these 

oung men are interested in buying 
Santen home furnishings, clothing, 
automobiles, sporting goods and 
thousands of other essential items. 


The conclusion is obvious... 


FOREIGN SERVICE readers represent 
a vital cross section of American 
life... today’s greatest consumer 
market. FOREIGN SERVICE gives you 
direct approach to this market! 
*DANIEL STARCH SURVEY, 1947 


Write for your copy of Daniel 
Starch Survey. In folio form, the 
survey proves conclusively the vast 
potentials in the veteran market. 
Send for your copy today! 
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(juaranteed Sales Letters $100 


America's Highest Priced Sales Letter Writer 
Guarantees to Increase Your Returns 20%! 


In 1944 the v.p. of an $18,000,000 
mid-west company said: ‘You‘re phe- 
nomenal! In one year you increased 
our average return from 212°, to 
17%, 1" 


Last Fall a Southern executive chal- 
lenged: ‘We've sent 2 letters to this 
list, got back $2 per name. Can you 
beat that?” My one letter brought 
back $21 per name. 


Only once were my letters entered in 
advertising competitions. | won BOTH 
top national awards . . . Dartnell’s 


Gold Medal and DMAA “Best Letters 
of the Year.” 


My price is high . . . but worth it. 
In 18 years | have never failed to get 
more response. | guarantee you an 
increase of 20°/, over present returns 
(60 orders or inquiries for every 50 
you now get). 


Send no money. Just letter or mail- 
ing you want me to beat . . . by 20°, 
or more. Test my copy on small list. 
You must get 20°, more returns . . 
or no pay. Have time only for few 
new clients. So write today. 


Box 6903, ADVERTISING AGE, 100 East Ohio Street, Chicago 11, Illinois 


next few days. 


First Postwar 


Revised census lists, 


against files of the Social Security lays, the bureau is put to the oy 
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checked | the form is received. If a firm je. 


Census to Get 
Under Way Soon 


Board and war agencies, show up- 
wards of 250,000 firms in 200 in- 
dustry groupings. 

Because this census is the first 
to provide full details of the war- 
time changes in the U. S. econ- 
omy, it is getting unprecedented 
cooperation from industry leaders. 
| Many organizations, including 


_of follow-up letters and telegr: ys; 
|or personal visits by field re) re. 
| sentatives. 

The chamber pamphlet exp]. ins 
that the census covering 1947 ends 
an eight-year blackout of deta: leq 
information needed for “inte|]j- 
gent business planning.” It testi. 
fies that business groups were con- 


Industry Groups | 


Replies Quickly 


WASHINGTON — Government and 
trade association officials joined | 
\last week in urging business men | department, the chamber is dis- 
'to rush back their answers to the tributing a pamphlet, “You and 
‘first postwar Census of Manu- 
factures, getting under way in the | urging prompt returns, in the in- 
‘terest of a good census—and mini- 
Census Chief J. C. Capt said re- mum cost to the taxpayer. 
/porting forms for some industries 
would be in the mail by Jan. 15.| be supplied within 30 days after 


| 


the U. S. Chamber of Commerce, 


Urged to Return |are actively conducting publicity 
‘campaigns to speed the collection 
and tabulation of information. 


Pamphlet Urges Cooperation 
Through its economic research 


the New Census of Manufactures,” 


Under the law, a return must 


sulted on questions to provide the 
kinds of information busines 
wants. 


Expect Better Data 


Census staff members are con- 
fident that this new census wi 
provide better product and indus. 
try data than any of its prede-. 
cessors (they go back to 1810). 
and with no more pain than the 
1939 study. 

More than 10,000 = individua! 
business men helped in the prepa- 
ration of the forms. Extensive 


sooo” 
oes” 


What’s worrying you? 


The tabulation of opinions (reproduced above) is not 
a poll of educators, economists, Washington correspondents 
or a highbrow discussion group . . . but of Midwest farmers, 
selected and interviewed by an independent research organization 
for SuccessFUL Farminc! .. . With 48% concerned with peace and 


- 
“* 
oe 
* 
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foreign policy . .. and another 30% aware of inflation and labor problems . . . 
the still prevalent impression of the farmer as uninformed, uninterested, insular and isolationist 


— is as outmoded as 


The changed mentality of the farmer reflects . 


the horse and buggy. 


.. and results from . 


. . the quarter-century 


change in agriculture:from traditional rule-of-thumb husbandry to a planned and expanding 
industry, and a better balanced business for the individual farmer . . . from a limited life to 


vastly improved living standards for the whole farm family . 


segment of the whole U. S. market. 


from a lean margin to a major 


Nowhere is the change better catalogued than in SuccessruL FARMING and its 1,200,000 plus 


farm families concentrated in the fifteen Heart States 
temperate climate . . 


... heirs to the richest topsoil and 


. with the largest investments in land and machinery . . . diversified 


farm average) . 


logical! . 


. . For data, details. . 


production for greater security, the largest cash income ($7,860, without 

Government payments, was the ’46 average—$3,252 above the U. S. 

. . the savings of seven prosperous years—today one of 

the best class markets on the globe! And a segment of the national 
market no national advertiser can afford to pass up... Anda 


medium without which no national schedule is complete, balanced, 


. see any SF office... 


SuccessFUL FArminG, Des Moines, New York, Chicago, 
Cleveland, Detroit, Atlanta, San Francisco, Los Angeles. 


pre-testing worked toward clarity 
in wording, and the elimination of 
trivia. 

On the other hand, staff mem- 
bers attempted to prepare the 
form for each industry so that it 
would yield a full report on the 
major materials consumed, and 
the chief goods produced. 

In all, the forms have 10 parts. 
covering such subjects as employ- 
ment, consumption of fuels and 
power, inventories, expenditure; 
for plant and equipment, motor 
_vehicle ownership, products pro- 
| duced, and sales at retail (if any) 


Mailing Lists Tough Problem 


| Compilation of mailing lists for 
this first postwar study was in 
' itself a difficult task. Each firm 
| was arbitrarily classified into the 
industry group where it appeared 
|'to belong. In some cases, firms 
will receive the wrong question- 
|naire, Mr. Capt admitted, and will 
|have to write in for the one more 
| suited to its needs. 

Census Bureau has given up 
plans for a Business Census cover- 


ing 1947. While it would have 
|preferred to take the studies 
‘simultaneously, so that there 


/'would be comparable figures for 
|production and distribution, staff 
members feel it is too late to 
| undertake preparation of the Busi- 
|ness Census at this time. 

| Congress appropriated $4,000, 
000 last year for the Manufactures 
Census, which is taken by mail, 
but balked at a Business Census| 
'which involves about 5,000 field 
/enumerators. Republican leader: 
said they were unwilling to cre 
ate these jobs during an election 
| year. 

Census staff members ar 
|}anxious to get the first postwal 
business census out of the way be 
: fore the population and agricultur 
censuses are taken for 1950. Dur 
ing the forthcoming congressiona!| 
session, they will suggest tha 
Congress provide for a Busines: 
Census covering 1948, with simul 
taneous manufacturing and bus! 
ness censuses covering 1952 an¢ 
every five years thereafter. 


Cowan Rejoins Kingan 

| Edwin F. Cowan has rejo ned 
Kingan & Co., Indianapolis | ea 
/packer, after six years with th 
| armed forces. He will be a nem 
\ber of the advertising and p: bli 
|relations division staff in ch :r8¢ 
of product development and 0 
sumer and market research. 


Expands to Full Netwo'k 


“The Sheaffer Parade,” : 
sored by W. A. Sheaffer Pen € ! 
pany and heard at 2 p.m., ‘> 
Sunday over NBC, has been °* 
panded from 53 stations to the en 
tire 161-station network of } 3¢ 
Russel M. Seeds Company, |”! 
cago, is the agency. 


Elects Simonson V.P. 


Marshall L. Simonson, acc: 
executive, has been elected \ “* 
president of the Lewis Advert::'! 
Agency, Newark. 
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(juaranteed Sales Letters $100 


America's Highest Priced Sales Letter Writer 
Guarantees to Increase Your Returns 20%/,! 


In 1944 the v.p. of an $18,000,000 
mid-west company said: “You‘re phe- 
nomenal! In one year you increased 
our average return from 2'2°/, to 
17%!" 


Gold Medal and DMAA “Best Letters 
of the Year.” 


My price is high . . . but worth it. 
In 18 years | have never failed to get 
more response. | guarantee you an 
increase of 20°, over present returns 
(60 orders or inquiries for every 50 
you now get). 


Send no money. Just letter or mail- 
ing you want me to beat. . . by 20°, 
or more. Test my copy on small list. 
You must get 20°, more returns. . . 
or no pay. Have time only for few 
new clients. So write today. 


Last Fall a Southern executive chal- 
lenged: ‘We've sent 2 letters to this 
list, got back $2 per name. Can you 
beat that?” My one letter brought 
back $21 per name. 


Only once were my letters entered in 
advertising competitions. | won BOTH 
top national awards . . . Dartnell’s 


Box 6903, ADVERTISING AGE, 100 East Ohio Street, Chicago 11, Illinois 


First Postwar 
Census fo Get 
Under Way Soon 


Industry Groups 
Urged to Return 
Replies Quickly 


WasHINGTON — Government and | 


trade association officials joined 


\last week in urging business men 


'to rush back their answers to the 
\first postwar Census of Manu- 
'factures, getting under way in the 
next few days. 


| Census Chief J. C. Capt said re-| 
|porting forms for some industries | 


would be in the mail by Jan. 15. 


Advertising Age, January 12, 


Revised census lists, 
Board and war agencies, show up- 


wards of 250,000 firms in 200 in- 


‘dustry groupings. 


Because this census is the first 
to provide full details of the war- 
time changes in the U. S. econ- 
omy, it is getting unprecedented 


/cooperation from industry leaders. 
Many organizations, including 
_the U. S. Chamber of Commerce, 
,are actively conducting publicity 
|campaigns to speed the collection 
and tabulation of information. 


Pamphlet Urges Cooperation 

Through its economic research 
department, the chamber is dis- 
tributing a pamphlet, “You and 
|the New Census of Manufactures,” 
|/urging prompt returns, in the in- 
‘terest of a good census—and mini- 
mum cost to the taxpayer. 

Under the law, a return must 
‘be supplied within 30 days after 


oor us eee? eure. 
Micra don't know 


What’s worrying you? 


The tabulation of opinions (reproduced above) is not 
a poll of educators, economists, Washington correspondents 
or a highbrow discussion group . . . but of Midwest farmers, 
selected and interviewed by an independent research organization 


for SUCCESSFUL FARMING! 


... With 48% concerned with peace and 


foreign policy .. . and another 30% aware of inflation and labor problems . . . 
the still prevalent impression of the farmer as uninformed, uninterested, insular and isolationist 


— is as outmoded as the horse and buggy. 


The changed mentality of the farmer reflects . . 


. and results from . 


. . the quarter-century 


change in agriculture-from traditional rule-of-thumb husbandry to a planned and expanding 
industry, and a better balanced business for the individual farmer . . . from a limited life to 


vastly improved living standards for the whole farm family . 


segment of the whole U. S. market. 


. . from a lean margin to a major 


Nowhere is the change better catalogued than in SuccessruL FARMING and its 1,200,000 plus 
farm families concentrated in the fifteen Heart States . . . heirs to the richest topsoil and 


temperate climate... 


farm average) 


logical! .. . For data, details . . 


market no national advertiser can afford to pass up. . 


. with the largest investments in land and machinery . . . diversified 
production for greater security, the largest cash income ($7,860, without 
Government payments, was the ’46 average—$3,252 above the U. S. 
... the savings of seven prosperous years—today one of 
the best class markets on the globe! And a segment of the national 


. Anda 


medium without which no national schedule is complete, balanced, 
. see any SF office... 
SuccEssFUL FARMING, Des Moines, New York, Chicago, 
Cleveland, Detroit, Atlanta, San Francisco, Los Angeles. 


948 


checked |the form is received. If a firm de 
against files of the Social Security | lays, the bureau is put to the co 


‘of follow-up letters and telegr im; 


|or personal visits by field re)re 
| sentatives. 

| The chamber pamphlet exp ain 
that the census covering 1947 eng 
an eight-year blackout of detiile; 
information needed for “intel 
gent business planning.” It testi 
fies that business groups were cop 
sulted on questions to provide thd 
kinds of information busines 
wants. 


Expect Better Data 


Census staff members are con 
fident that this new census wij 
| provide better product and indus 
try data than any of its prede 
cessors (they go back to 1810 
and with no more pain than thg 
1939 study. 

More than 10,000  individua 
business men helped in the prepa 
ration of the forms. Extensivg 
pre-testing worked toward claritj 
in wording, and the elimination 0 
trivia. 

On the other hand, staff mem 
bers attempted to prepare thf 
form for each industry so that ; 
would yield a full report on th 
major materials consumed, an 
the chief goods produced. 

In all, the forms have 10 parts 
covering such subjects as employ 
ment, consumption of fuels an 
power, inventories, expenditure 
for plant and equipment, moto 
|vehicle ownership, products pro 
duced, and sales at retail (if any 


Mailing Lists Tough Problem 


Compilation of mailing lists fi 
this first postwar study was i 
itself a difficult task. Each firn 
|was arbitrarily classified into thé 
industry group where it appeare 
to belong. In some cases, firm 
will receive the wrong question 
/naire, Mr. Capt admitted, and wil 
|have to write in for the one mor 
suited to its needs. 

Census Bureau has given wu 
/plans for a Business Census cover 


ing 1947. While it would hav 
preferred to take the = studie 
| simultaneously, so that _ there 


‘would be comparable figures fo! 
|production and distribution, sta 
members feel it is too late t 
undertake preparation of the Busi 
|ness Census at this time. 

| Congress appropriated $4,000, 
/000 last year for the Manufacture 
Census, which is taken by mail 
but balked at a Business Census 
which involves about 5,000 fiel 
/enumerators. Republican leader 
|said they were unwilling to cre 
‘ate these jobs during an electio! 
| year. 

Census staff members arq 
/anxious to get the first postwa 
| business census out of the way be 
fore the population and agriculturé 
censuses are taken for 1950.. Dur 
ing the forthcoming congressiona 
session, they will suggest tha 
Congress provide for a Busines 
Census covering 1948, with simu! 
taneous manufacturing and bus! 
ness censuses covering 1952 an’ 
every five years thereafter. 


| Cowan Rejoins Kingan 

| Edwin F. Cowan has rejo ne 
Kingan & Co., Indianapolis '1¢@ 
packer, after six years with tn4 
‘armed forces. He will be a nem 
‘ber of the advertising and p) bli 
‘relations division staff in ch 18 
|of product development and ‘0? 
hepnesad and market research. 


Expands to Full Network 


“The Sheaffer Parade,” s 
sored by W. A. Sheaffer Pen ( »! 
pany and heard at 2 p.m., ‘> 
Sunday over NBC, has been &* 
panded from 53 stations to the e 
tire 161-station network of | Bt 
Russel M. Seeds Company, ~"! 
cago, is the agency. 


Elects Simonson V.P. 


Marshall L. Simonson, act 
executive, has been elected € 
president of the Lewis Advert 
Agency, Newark. 
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Getting Your Brand — | 
“In Chicago's Pantries/ 


Do more Chicagoans buy your food products today 


than a year ago? What competing brands do they 


stock? Has competition grown since last year? 


You'll find the complete story of a year’s consumer-preference 
developments in the latest edition of The Chicago TIMES. 
Northwestern University Pantry Poll. Just off the press, 
Pantry Poll No. 7 contains: 


b A statistical report of the types and brands of foodstuffs and 
allied products found in 400 representative Chicago pantries in August, 1947. The report 
covers more than 1,500 items in 129 product classifications. 


> Summary and comparisons between this inventory and Pantry Polls made at four-month in- 
tervals since August, 1946. 


a Latest information on the food-shopping habits of homemakers. 


Not guesswork, but actual pantry inventories made by trained Northwestern University in- 
vestigators provide the data published thrice yearly in Pantry Poll. Members of the foods 
industry find this continuing study helpful in revising advertising or distribution procedures 
for greater effectiveness. 


Pantry Poll is a free service. It is typical of the “plus values’”’ that advertisers have learned to 
expect from The Chicago TIMES...one of many reasons why experienced advertisers say: 


To sell them in Chicago, tell them in the 


~ TIMES 


NEWSPAPER 
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CBS Programming 
Plans for 1948 
to Accent Comedy 


New York —Columbia Broad- 
casting System, well pleased with 
the 1947 record of its package 
shows—notably Arthur Godfrey’s 
“Talent Scouts” and “My Friend, 
Irma”— intends to keep moving at 
the same pace this year with the 
accent on comedy productions. 

The priority package on the list 
is Mickey Rooney’s adventure 
series, which is scheduled to get 
under way in February when the 
Hollywood star returns from Eng- 
land. Meanwhile, program execu- 
tives are putting together a situa- 
tion comedy for Shirley Booth. 

Elaine Carrington has created 
a new soap opera series for CBS 
on a long-term contract preclud- 
ing its moving to another network 
at the whim of a future sponsor. 
This daytime drama, “Marriage 
for Two,” starts Jan. 19 at 2:30 
p.m. EST. 


Revamp Goodwin Show 


Network creative experts also 
are at work revamping the Bill 
Goodwin show, which recently 
was dropped out of its sustaining 
spot. Another comedian for whom 
CBS obviously has high hopes de- 
spite his inability to snare a spon- 
sor, Robert Q. Lewis, returned to 
the air last week as an 11:15 
p.m. EST feature. 

Columbia got into package pro- 
gramming more or less as a de- 
fense move when names developed | 
before a CBS microphone began 
moving to competing networks. Its 
take on broadcasts like the new 
Abe Burrows program for Lis- 
terine, Lipton’s Arthur Godfrey, 
Lever Bros. Company’s “My 
Friend, Irma” and Luden’s “Strike 
It Rich” averages from 10 to 15% 
of the talent costs. 


29 Available Now 


The list changes from week to 
week, but at the moment there 
are 29 package programs, most of 
which aré now on the air as sus- 
tainers, making a bid for spon- 
sors. Availabilities include: 

“Suspense,” with Robert Mont- 
gomery as star, comics Sweeney 
and March, the much-lauded 
“Studio One,’ “Give and Take” 
and “Winner Take All” in the | 
daily or once a week format, and | 
several newscasts. | 
More and more, Columbia ~ 

} 
| 
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ASK THE 
BRANHAM MAN 


« Whe 


turning to name appeal as a bait 
for advertisers. “Studio One” now 
stars Hollywood players and “Of 
Men and Books,” back on the air 
in an evening spot—Thursday, 
6:15 p.m., EST—spotlights Russell 
Maloney, who may be signed per- 
manently. 


‘True Story’ Adds 


Dutch Edition 


The contract for the Dutch edi- 
tion of True Story was signed re- 
cently by Carroll Rheinstrom, 
president of Macfadden Publica- 
tions International, bringing the 
total number of foreign editions 
of the magazine to nine. 

Other countries publishing the 
international True Story Group 


are Argentina, Brazil, England, 
Mexico, Switzerland, Sweden, 
Australia and France. In addition 
to True Story, Australia also pub- 
lishes True Romance and Photo- 
play and France publishes Super 
Detective. All countries, with the 
exception of England and France, 
carry American advertising. 


Eastman Joins Davis 


C. J. Eastman, formerly with 
the Buchen Company, Chicago, 
has joined Davis & Co., Los An- 
geles agency. 


Appoints Rossi 

Edmund A. Rossi has been ap- 
pointed manager of the Wine Ad- 
visory Board, with headquarters 
in San Francisco. 


Meredith Buys 
S-M News Share 


New YorK—Meredith Publish- 
ing Company, Des Moines, last 
week purchased a participating 
interest in S-M News Company, 
which will distribute Better Homes 
& Gardens and other Meredith 
publications effective with April 
issues. Meredith’s distribution was 
previously handled by Hearst. 

Meredith thus became the fourth 
S-M News owner, the others being 
McCall Corporation, Popular Sci- 
ence Publishing Company, and 
the Reader’s Digest Association. 

The magazine also pointed out 
that in a January-December ac- 
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cumulative compilation of adver- 
tising linage, Better Homes ¢& 
Gardens led 10 magazines of the 
women’s and shelter groups with 
a percentage gain of 39.4% and an 
actual increase in lines of 254,434. 


Samit Leaves Dell 


S. Martin Samit has resigned 
as research director of Dell Pub- 
lishing Company to complete 
work on two books on advertising 
psychology. 


White House to Hannah 


The White House, San Fran- 
cisco, has retained Hannah Ad- 
vertising Company, San Fran- 
cisco, to direct the advertising of 
the White House Store for Men. 


Ten years ago, before the outbreak of the second world war, 
Newsweek dedicated itself to the thesis that “A Well In- 
formed Public Is America’s Greatest Security.” Today the 
world is gripped by fear and doubt, for Peace is not yet ours. 


So we here repeat the words that first appeared a decade ago 
to guide our editorial policy. For the difficult years that 
lie ahead, we rededicate ourselves to the affirmation that: 


A WELL INFORMED PUBLIC IS 
America’s Greatest Security 


N these days of transition, of unrest and confusion, the strongest assurance for 
America’s orderly progress is a well informed American public. 


Nation after nation has adopted new forms of government, new ways of living. The 
world of yesterday is gone, the world of today is changing. People everywhere are 
wondering what the future has in store for them. 


America, too, has changed, is changing, and will change. For change is essential to 
a nation’s progress, and America has ever been a progressive nation. 


But America’s progress has always been a gradual progress, an orderly progress. This 
is true because the people of this country have been an enlightened people, and 
blessed with the great gift of a free, informing press. 


It is essential to this country’s future that its progress continue to be orderly and well- 
planned. And because the times are so critical it is more essential than ever before 
that the American public be given a true understanding of the changes in the world 
today, and where they may lead. 


With such an understanding, coupled with the inherent common sense of the average 
American, this country will surely meet successfully any situation it may have to 
face. 


We believe, therefore, that Newsweek, the magazine of news significance, has an im- 
portant mission in American life today. We believe there is an urgent need for it. 
We believe that the American public wants such a magazine. We believe that in pub- 
lishing Newsweek we are, in some measure, contributing to the welfare and progress 
of this nation. 
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Lack of Water 
Hinders Texas’ 
Newsprint Output 


Austin — Texas must solve its 
water problem before its newspa- 
per publishers can solve their 
newsprint problem. 

That is the conclusion of a Uni- 


‘versity of Texas chemical engi- 


neering professor, Dr. Kenneth A. 
Kobe, who undertook to study the 
situation. Texas forests, he de- 
cided, have enough pine wood to 
furnish newsprint for all the pa- 
pers in the state, but there isn’t 
suficient water to permit estab- 
lishment of enough paper mills. 


| Because of the water situation, 
‘Texas now has only four paper 
/mills, fewer than any other south- 
ern state. However, one of these, 
the Southland Paper Mill at Luf- 
kin, was the first to produce news- 
print from southern pine. South- 
land’s stockholders include news- 
paper publishers. 

A river control program might 
help the state, Dr. Kobe suggested, 
since large amounts of water are 
needed to process wood into pulp 
and carry waste away from the 
paper mill. 


Appoints Bersac 

William Mann Bersac has been 
named national advertising man- 
ager of Music News, Chicago. 


Gets Beer Account 


Meneough, Martin & Seymour, 
'Des Moines, has been named to 
handle the advertising of High 
Life Distributing Company, Des 
Moines, distributor of Miller High- 
Life, Edelweiss and Fitger beer. 
Radio will be used. 


Fred Stern Firm Moves 


Fred Stern & Associates, Los 
Angeles publishers’ representative, 
has moved to new offices at 600 
S. New Hampshire. 


Drops Airline Account 


Hannah Advertising Company, 
San Francisco, has resigned the 
|account of China National Avia- 
| tion Corporation. 


Fresh Pears Get 
Record Promotion 


PORTLAND, OrE.— The Oregon- 
Washington-California Pear Bu- 
reau last week launched the most 
ambitious advertising effort in 
its history for fresh pears—which 
its members hope to market in rec- 
ord numbers during January and 
February. 

The campaign includes space in 
the January Woman’s Home Com- 
panion and February Better Homes 
& Gardens, featuring Anjou and 
Comice pears; newspaper ads 
weekly throughout January and 
February in more than a score of 
key markets; spot radio announce- 


—_ 


For Newsweek, convinced that true progress is dependent on true knowledge, is 
resolved that its readers shall have the facts of world events ... without prejudice, 
without exaggeration, without distortion, without fear, and without favor. 


Newsweek is dedicated to the task of giving its readers an honest, clearly written and 
unbiased account of what is going on in government, in politics, in business, in for- 
eign affairs, in science and education . .. in all the great, significant movements that 
affect the future of this country. 


But Newsweek does not stop with a mere recording of past events. Newsweek goes 
further. It interprets the news, tells what it means, points out the probable conse- 


quences. . 


new editorial formula, and is where Newsweek differs from other magazines. 


. and adds the signed opinions of noted authorities. This is Newsweek’s 


That there is a need for such a publication,and that people do desire a magazine of 
news significance is evidenced by Newsweek’s large and growing circulation among 
thinking, influential, forward-looking men and women . . . people who are leaders 
in their communities ... people who care what happens tomorrow because they have 
a stake in the future. 


Because it enjoys this kind of circulation, Newsweek has proved to be a profitable 
medium for advertisers of good merchandise and good services. 


2 22? 


* 


In the ten years that have passed since the publishers of Newsweek 
first made public this statement of editorial policy, momentous 
events have left an indelible imprint on the face of the world... 
serving to emphasize over and over again the truth of what was said 
a decade ago. For that reason, we believe it fitting at the beginning 
of a New Year to repeat that message here. 


* 


To Newsweek, the ten years that have passed have resulted in a 
recognition of editorial authority that is second to none. So, circu- 


lation has grown from 300,000 to over 700,000 . 


.. and advertising 


acceptance has moved Newsweek from 23rd to 4th place among 
all general magazines in advertising pages carried. 


vm NI AWTS WREAK 


The Magazine of News Significance 


ments and mentions on home eco- 
/nomics programs, and tie-in mats 
‘and color window strips for re- 
tailers. 

Business paper advertisements 
have urged dealers to feature 
Anjou, Comice and Fall Russet 
pears in their produce sections 
this winter, since these varieties 
are plentiful and large in size this 
|year, “and in fresh pears ‘bigness’ 
|means ‘goodness.’ ” 

A special feature of the mer- 
chandising promotion for stores 
will be a _ stainless steel pear 
slicer to be offered customers. 


Quigley Boosts Sullivan 

Theodore J. Sullivan, former 
business manager of Quigley Pub- 
lishing Company, New York, has 
been appointed vice-president and 
treasurer of the company. He has 
been with the organization since 
1924. 


Names Deutsch & Shea 


Roxy Lawn Shear Corporation, 
Philadelphia, subsidiary of East- 
ern Tractor Mfg. Corporation, 
Kingston, N. Y., maker of the 
Lawn Shear gasoline powered lawn 
mower, has appointed Deutsch & 
Shea, New York, to handle its ad- 
vertising. 


(Advertisement) 
The Business 


Market Is Where 
You Find If 


By Harry Torp, 
Media Director, 
Walter Weir, Inc. 


We’ve all heard too much about 
concentrating on the best buyers. 
Counties representing 80% of all 
production; 10,000 firms account- 
ing for 70% of production; and on 
—and on—and on. 

But wouldn’t your company get 
into real trouble if it neglected 
the last twenty or thirty per cent 
of its gross? 

The sales managers say they 
have to send their men every- 
where nowadays to cover all pros- 
pects. That’s because industry is 
so decentralized and the business 
market so truly nationwide. 

So why should we space buyers 
lightly toss aside that last twenty 
or thirty per cent of your business 
volume? Why should we_ go 
blithely along concentrating only 
on the best counties or the biggest 
corporations? 

That’s why your advertising 
agency will probably offer you the 
mass technique in the business 
market—to go after all the busi- 
ness wherever it is to be found. 

It’s actually economical to go 
| after those scattered orders if you 
‘send your message everywhere— 
if you try to get the understanding 
and good-will of the entire busi- 
ness community. Use the general 
| business magazines to get more 
| business from 100% of your mar- 

ket! 
The business market is where 
/you find it—and these magazines 
help you find it! 
} * * 
| 


oo 


This column is sponsored by 
| Nation’s Business to promote the 
| use of a “mass technique” in sell- 
|ing the business market of 
_ America. 
| Four leading general business 
| magazines offer you in 1948 a 
|combined circulation of 1,310,000 
executive subscribers, over 15 
million pages a year on 12-13 time 
schedule. The combined rate for 
a black-and-white page in all four 
papers is only about $9,725. 


Net Paid Circulation B&W Page 
Nation’s Business ..600,000 $3,000 
United States News.300,000 2,400 
3. ee ee 235,000 


We'll be glad to give you case 
histories of advertisers who have 
found such “mass” selling profit- 
able. Nation’s Business, Washing- 
tom, D. C, 
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Ad Council Waits as Cabinet 
Food Unit Ponders Campaign 

WASHINGTON — With the Luck- 
man food conservation program 
falling apart at the seams, the 
cabinet food committee is looking 
for a fresh approach to food sav- 
ing. Officials are convinced that 
severe meat shortages are in- 
evitable this spring. Yet it is by 
no means certain that Congress 
will authorize rationing—or that 


By STANLEY E. COHEN, Washington Editor 


rationing will work. 


Walkout of hotel and restaurant. 


industries last week signaled an- 
other break in the network of 
agreements arranged by Mr. Luck- 
man. Distillers and poultry raisers 
long ago reneged on their prom- 
ises. Sub-surface industry mis- 
givings robbed the program of ad- 
vertising support essential for 
consumer efforts of this magni- 
tude. 

Several new approaches to food 


conservation are before the cabinet 
committee. Currently the com- 
mittee is determined to keep 
“Meatless Tuesday” alive. In ad- 
dition, it is seeking some way of 
impressing housewives with the 
fact that voluntary meat saving 
helps hold prices down. 

Impending elections complicate 
the problem. Ads prepared under 
direction of Mr. Luckman are now 
obsolete. Congress has’ voted 
$1,000,000 to underwrite expenses 
of the voluntary campaign, but 
the Advertising Council is un- 
willing to provide new ads or 
radio time until it is convinced 
that the government has some- 
thing which advertisers will sup- 
port. 

* * % 


Programs like the $6.8 billion 


Marshall Plan predicated for 1948 
inevitably mean distortions in a 
high speed industrial economy. 
Withdrawal of scarce items—steel, 
petroleum, fertilizer—will un- 
doubtedly mean unexpected bot- 
tlenecks in production for domes- 
tic markets. 

Mindful of wartime experiences, 
Commerce Department personnel 
are trying to anticipate sore spots. 
Since container shortages con- 
stantly plagued war production, 
they made an obvious start by 
checking the impact of the Mar- 
shall Plan on the pulp and paper 
industry. 

Their verdict is good reading 
for consumers of pulp and paper 
products. Marshall Plan impact 
in this area should largely be 
negligible. Reason: Unlike war 
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A.A.A.A.* WASHINGTON SURVEY 


REVEALS THAT: 


Daily and Sunday in Washington, D. C. 
More Heads of Families Read The Star 


Than Read Any 


The Survey 
showed that 
364,400 men 
and 88,400 
women in the 


area are Heads 


of Families. 


Other 
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Of the 364,400 men heads of families, 48.7%—177,700 of them—read The Evening 


Star on an average weckday; 56.45%—205,800 of them—read The Sunday Star on an 


average Sunday. 
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“SUNDAY STAR 


Of the 88,400 women heads of families, 43.2 


STAR 


E, 


7o—38,200 of them—read The Evening 


Star on an average weekday; 49.8%—43,700 of them—read The Sunday Star on an 


average Sunday. 


you reach 
—more people 
—*m ore 


—— more 


—l*iore men 


—iInoTe 
with The 


other paper. 


FACTS NO. 1, 2, 3, 4 AND 5 TO REMEMBER 
ABOUT THE WASHINGTON MARKET: 


Daily & Sunday in Washington, D. C. 


people with money to spend 
women 


heads of families 
Star than you reach with any 


—in every case more than read any other Washington paper. 


“ © 1946, American Association of Advertising Agencies 


Represented nationally by: . 
Dan A. Carroll, 110 E. 42nd St., New York City 
The John E. Lutz Co., Tribune Tower, Chicago. 


items which were carefuliy 
wrapped, 1948 exports are heavily 
weighted with bulk items—co.|, 
grain, machinery—requiring mini- 
mum packaging. 

Oil and steel shortages are get. 
ting ample congressional atte). 
tion. With steel the “Open 
Sesame” to profits for many en 
enterprise, a House public works 
unit is probing reports that gray 
market prices run up to $250 a 
ton. Half a dozen committees 
have oil on their agenda. One 
under Sen. Kenneth Wherry (R., 
Neb.) is looking into increased 
buying by the armed forces, and 
increased shipments to Canada, 
Consensus pins the oil problem to 
steel and transportation difficul- 
ties. The House interstate com- 
merce committee may go into a 
disquieting report that the trouble 
goes deeper—to a basic shortage 
of crude for today’s inflated heat- 
ing and driving needs. 


* * * 


FTC is off with unsuspected 
vigor in prosecuting its complaint 
against the American Iron & Steel 
Institute and 101 steel producers 
accused of using illegal price and 
production agreements. Taking 
priority over several older cases, 
the steel issue goes to trial Jan. 
12, less than six months after it 
was first announced. It is any- 
one’s guess, but the speed may be 
traceable to internal FTC quib- 
bling. Commissioner Lowell 
Mason belittles trial procedures 
and predicts (on past perform- 
ance) that the steel issue will last 


10 years. 
e ca * 


Think members of Congress 
have it easy? During 144 days of 
session last year, conscientious 
senators were on the floor 8071 
hours (5.6 per day); House mem- 
bers, 686 hours (4.9 per day). 
Since members _ spent large 
amounts of time on committee 
work, or running errands for con- 
stituents, their alternative was to 
catch up by thumbing over 17,000 
pages of proceedings. During its 
first year, this Congress had 8,000 
bills; received 809 Senate reports 
and 1,114 House reports; passed 
‘about 500 bills. 


* * * 


From President Truman down, 
government officials are hopefully 
following progress of a four-point 
anti-inflationary program an- 
nounced last week by the Ameri- 
can Bankers Association. Designed 
to curb new buying power, the 
program cuts off loans for specu- 
lative purposes or deferrable con- 
struction and channels funds to 
borrowers who will produce 
needed goods and services (Full 
story on Page 35). If bankers can 
muster the high degree of self 
| discipline that such a policy re- 
|quires, this could easily becom: 
— single most effective weapon 
|against the inflation spiral. 

* * * 


| 
| 
A probe of food costs opened 
here this week, with four Justice 
‘Department attorneys presentin: 
‘milk price data to a grand jury. 
Records of nearly all area dairics 
have been subpoenaed in the ir- 
vestigation, which is expected ‘0 
jextend to other food items. 
Government employment dropp' 
slightly below the 2,000,000 marx 
'for the first time since 1941. En- 
|ployment figures are  heavi:s 
| weighted by payrolls of the Po* 
|Office Department and arm 
‘services. . . An improvement 
world-wide agriculture statist 
is in the making. Food and Ag 
culture Organization is opening 
three-month training course 
| Cairo next month for statisticia 
‘from all nations, with person! 
‘from the U. S. Department 
|Agriculture instructing. Traine: 
‘personnel will assure better r- 
porting of current crops, and 
basis for the world-wide agricu-- 
ture census planned for 1950. 
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United Is Sued 
As Monopoly in 
Shoe Machines 


Government Charges A nti- 
Trust Violation and Seeks 
to Compel Sale Instead of 
Lease System by Firm. 


By Staff Correspondept 

Fairchild News Service 
Boston, Dec. 15.—A civil action 
against United Shoe Machinery 
Corp., 140 Federal street, Boston, 
alleging violation of Sherman Anti- 
Trust Act, was filed in U. S. District 


Court today by Grant W. Kelleher, 
head of the Anti-Trust Division of 
VU. S. Department of Justice. 


For the past year a special Fed- 


Taylor in New Post 


By Staff Correspondent 
Fairchild News Service 
L°s ANGELES, Dec. 15.— 

George T. Taylor, assistant 
eral merchandise manager, has 
n promoted to divisional mer- 
chandise manager of ready to wear 
at J. W. Robinson Co., according to 
Stewart K. Widdess, president. 
Mr. Taylor will supervise the 
operation of sportswear accesso- 
ries, coats and sults, gowns, furs, 
sportswear, millinery, corsets, 
town and country coats and suits, 
dresses, and the California Patio 
Shop. 

He has beer with Robinson's 
since January, 19435, and was for- 
merly with Meier & Frank. The 
appointment is a_ redefinition ‘of 
duties. Mr. Taylor has performed 
as assistant merchandise mana- 
ager. 

Don M. Cooperider has been 
named manager of the merchan- 
dise statistical department, re- 
lieving Mr. Taylor. Mr, Ca--- © 
was assistant ™-~ 


eral Grand Jury has been probing) orA-- 


alleged violation of the Sherman 4~* 

The Government charges 
continuously since 1912 to di 
filing of the complaint Unite 
been violating Section 2 of the, 
man Act by (1) monopolizing 
state trade and commerce in 
shoe machinery industry in 
United States; (2) monopolizing 
manufacture and distribution in: 
terstate commerce of all major si 
machines, except upper stitching a 
cement sole attaching machines, a 
attempting to monopolize t 
manufacture and distribution in 
terstate commerce of cement #01 
attaching machines; (3) monopoliz 
ing the manufacture and distribu 
tion in interstate commerce of nu- 
merous minor shoe machines of the 
type manufactured by it;. (4) mo- 
nopolizing the manufacture and dis- 
tribution in interstate commerce of 

ts.used in shoe machinery leased 

y United; (5) monopolizing the dis- 
tribution in interstate commerce of 
numerous of the shoe factory sup- 
plies of the type sold by it, and (6) 
attempting to monopolize and mo- 
nopolizing the nimnufacture and dis- 
tribution in interstate commerce of 
tanning machinery used in the man- 
ufacture of shoe leathers 

The Government asks that the 
court adjudge that United has 
monopolized and attempted to mo- 
nopolize the shoe machinery indus- 


try and that defendant be perpet- | ha 


yally enjoined from continuing to 
carry out, and be required to desist 
from alleged monopolization and 
that defendant be enjoined from en- 


gaging in the manufacture or dis- |. 


tribution of shoe factory supplies, 
Other Charges, 

In furtherance thereof, the Gov- 
ernment alleges that United has 
combined and conspired with others 

Continued on Page Forty-nine 
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Vital Need of Skilled Workers 
Stressed at Coat Board Parley 


Siegel Urges Training Program to Include Executive Per- 
sonnel—Stability of Industry, Acceptance of New Look 


and Good Demand Cited'in Reports From All Markets— 
Outlook Optimistic—Services of Late Alexander Printz 
Highly Commended. 

By FRANK ENGLE 


o, Dec. 15.—Asserting that the industry had “come of age,” 
coule AY tne acting prnpelits. of the executive board of the National 
Coat and Suit Industry Recovery Board, told delegates here that they 
must look forward to the training of skilled workers and executive per- 
sonnel. He advocated the greater coordination of the policies of mills, 
manufacturers and retailers. 

Mr. Siegel, Leeds, Ltd, president 


of the Merchants’ Ladies’ Garment 56,000 Kip Moved at 


Association, Inc., New York, gave 
Sales 


the chairman’s report at the opening 
session of the three-day/ oonver*'-~ 
of the board at the ™ 

He ‘« -° 


$3-$5 Rise Bars 
Coast Walkout 


In Sportswear 


Accord Reached Here on Los 
Angeles Dispute Grants 
Added 2% to Health Fund 
—Organizational Strike Due, 


By HARRY BERLFEIN 


David Dubinsky, president of the 
International Ladies Garment 
Workers Union, announced last 
night that he had reached an agree<- 
ment in the Los Angeles sportse 
wear market, averting a threatened 
strike. 

The union leader reached terms 
with the employers at six o’clock 
last night at ILGWU headquarters, 
where in the presence of a nego- 
tiating committee of members of 
industry he gave out the details of 
the settlement. 


The agreement, ettectrve Jan. 1, 
1948, and subject to ratification by 
workers and employers on the West 
Coast, calls for increases of $3 to 
$5 weekly for the 5,000 organized 
employes; a 2 per cent additional 
contribution by employers to the 
union’s health fund; machinery for 
settling disputes, and an escalator 
provision based on the increased 
cost of living. - 

Duration Undecided, 


~-gton, 

awn, Va, 
-«a Duying for the combined or- 
~ ~4¥~ | ganizations will be done from the 
~- yoints of the) New York office, 370 West 35th 
-v"point anti-inflation pro- | street. The former office of New 


ram, Engand Trading Corp. at 371) Sev - 


See our sales representatives 
for the Easter Fashions 
she'll see in March 
MADEMONSELLE CHARM 


Manufacturers . womenri’s gar- 
ments, the Wyoming Legisletor said, 
had told him that they had gone to 
mills and were told by the mills that 
they had no fabrics in stock. The 
manufacturers were then advised by 
THE CALIFORNIAN th. mills, he related, to go to “X, Y 

or Z brokers” where goods were 
available but at a higher price. 


KET of Clifpnias | anne 


* 
CWROOMS « New York + Chicago Atlante * Dalles N. ¥. popular dress manufacturers, read 
‘Angeles Henckels + 611 hhinsion St, Sen Frondeen 5 eet 8S and 8 ter mews of interest te 


While a vote of 202 to 188—shy 
of a two-thirds majority necessary 
to pass the legislation unchanged— 
pigeonholed the Wolcott bill for the 
time being, there was a bare possi- 
bility that it would be brought back 
later this week for further House 
consideration. 


Favor Credit Curbs, 


This bill, introduced by Chairman 
Jesse P. Wolcott (R., Mich.) of the 


hae 


Contisued on Pees Fifty 


enth avenue, will ‘e discontinued 
Executive offices w.us be maintained 
in Boston. 

The Bell Shops and New Eni:iand 
Trading Corp. were organize in 
1929~and started with one store i» 
dewntown Boston. Purchase ot 

Continued on Page Fourteen 


N. ¥. popular é¢ress » read 
pases 8 and 8 fer sews @ interest to 
youll aévt. 


The contract will be for either 
two or three years, decision not 
having been reached yet on this 
issue. 
-In addition, the terms call for in- 
creased minimums, based on a study 
‘o be undertaken by both sides. The 
‘ealth fund contributions by em- 
loyers will take effect July 1, 1948, 
mployers have agreed to payment 
an additional half per cent of 
yroll to the fund starting July 
1949. Hours of work continue at 


{r. Dubinsky said he was happy 
a strike has been avoided, but 
d that an organizational strike 
ilonize the industry will be un« 
ken shortly. 
2? contract is between the Cali- 
. Sportswear and Dress Asso- 
1, representing 44 members, 
ocal 266 of the ILGWU. 
: Months of Deliberations, 
‘d was reached under unus- 
cumstances and follows six 
of long deliberati- 


h sides = — = 


pAILY——” 


-«ge Fifty-five 
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Advertising Age, January 12, 1918 


On the basis of this authority, | 
FCC in the past has looked into. 
various matters ranging from | 
newspaper ownership to the pro-| 
portion of commercial time sold | 
by stations. 

In his appearance before the | 
committee last fall, Judge Miller | 
argued that the commission ought | 
to be confined to policing the air- | 
ways. He asked for language spe- | 
cifically barring FCC from any) 
interference with business or pro- 
gramming aspects of the industry. | 

His appearance precipitated a | 
sharp clash with Senator Wallace | 
White (R., Me.), chairman of the | 
interstate commerce committee, | 
and sponsor of the bill. Senator 
White, who sponsored the present 
communications act, said that the 
NAB suggestion was tantamount 
to “returning to 1926.” 


Miller Restates Case 


In announcing revision of the 
bill, Senator White warned that 
he would never accept any meas- 
ure which deprives FCC of the 
right to look into the background 
of those who operate stations. 


POINT. 
a. 
SALE 
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Plastic lamination gives 
deep color perception and 
intensifies your print 


YOUR OWN MAGAZINE reprints laminated 
between Plastic and Gypsum—with an easel 
and hanger attached. Also available in wood 
and imitation wood backgrounds. 


TIES-IN your current magazine advertising 
at your point-of-sale. 


DURABLE—Can be wiped clean with a damp 
cloth. No warping—no curling—no soiling. 


Complete facilities for fabricating a 
wide variety of point-of-sale displays. 


Mail Your Reprints for FREE 
Samples. 


RANGER-TENNERE, 10. 


‘East 32nd St. New York 1, Y_ 


What a market editorial 
screening gives you for cars 
(BH&G families have to 
have them), for sun-tan lo- 
tions, for fun equipment 
for the family, for all the 
food that goes into picnic 
baskets and onto over 
3,000,000 of the best-set 
tables in the country! 
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26 
Judge Miller’ iti ee York, and WTTG, Washington. by | 
udge Miller’s position was re- . ial backeround| ear ee eR “ 
NAB Members Mull}ss::"ie's'sew'vears messase| Video Producer ues only sents! backers" FATHER’S DAY | °° 
's |to the membership: = = “a Rice. 
“7 ae ee ee Be ae See Films Own Fire; "Gelhows tak: Meatoi stalensd Ss y JUNE 20 To) 
Senator White . in the field of legislation, standing It's a Scoop Vil a scoop on the newsreel, which x EF for 
ie firmly upon the guarantees of the rei went on the air 30 minutes sooner 
2 . first amendment. But more re-| New YorK—Most people warned |than that of the closest compet- CH 
R d R d Act mains to be done in the field: for|of a fire in their office building ing station, WNBT. of sal 
evise a 10 example, clear legislative lan-|qash up to rescue the files, the Hanoy ending note: Marlowe's gener 
guage to insure that no govern- | typewriter—or something. office suffered only slight damage dema 
WASHINGTON — Members of the | ment agency can ever lay abridg-| Not so television producer Har- | ¢.om smoke and water. ing 1 
NAB legislative committee are|ing hands on the basic constitu-| yey Marlowe, who left in the mid- trend 
meeting here this week to think | tional freedom of communication; | gle of his coffee recently when the n . justi 
over a revised federal radio act | automatic license renewals except | radio flashed word of a five-alarm Tower Appoints Nickell The 
which admittedly falls far short} when FCC files a contest; judicial | pjaze at 58th St. between 7th and| Carl K. Nickell, formerly sales int Cmte - 
of the kind of legislation sought |determinations of such contests|gth Aves. “Why, that’s my office,” | manager of J. N. Ceazan Com- Begins At Home & 
toti : : ‘ pany, San Diego, has been named North 
by the association. with full right of appeal, as in|he shouted. sizeveeeniiens tn ehaten. of sales be 
Though considerably less ob-|other cases between the citizen) Rounding up his staff and a yo ig < Doane Commeuhen, ter |:| es a ee aa ram 
jectionable to the industry than|and his government.” cameraman, Mr. Marlowe double-| fray en, Cc onn., distributor a wien oe 
se wane nee Geouaees timed it to his office where the jor appliances for the state of FOR JUNE 20—Reproductions of this nee 
last year, the revised bill assures cameraman, working alongside | Connecticut. official Father's Day poster will be epre 
power to the FCC which NAB| Promotes Boat Show firemen fighting the blaze, cov- saetienreomatenenee f avallais ta tl eckes ta vale sha aie 
President Justin Miller may be| he ggth annual National/|ered the fire. Meanwhile, arrange-| WNBC Appoints Chapin | to help stores link up with the official Mo  . 
unwilling to acknowledge. | Motorboat Show, being held Jan.|ments were made with U.S. Rub-| Schuyler G. Chapin has been theme. F said 
The bill, before the legislative | 9-17 in New York, was promoted | ber Company, which paid the pro- | named field dingy * nord “Ie 5 Dat 
ila cient eek emai cheek pe MRcnioe > ig cdl ~~ ‘ieee duction costs, and me DuMont | Sick’ the aed “aukaite a Paper Center Moves ufacti 
: : , Television Network, which cleared | A... 25; : edin Paper Center, Inc., has moved I ance. 
have written FCC’s  network/tion, car cards were used in sub- time for the film at 7:90 p.m the | Cities campaign, Res ing p : oo ; ion sa! 
monopoly rules into law, and lim-| ways, railroads, busses, etc. a o tha bea | WABD Wow late Harris, WNBC’s publicity Fr age A ——s - ~ a : stores 
ited by statute the number of sta- | 48ency is Cowan & Dengler. ay oO e fire on , | director. .. New Yor ; seven 
tions which a single individual amen 
could hold. 
Gives Licensing Power bs 
On the other hand the bill vests 
FCC with responsibility for issu- 
ing licenses “in the public inter- 
est, convenience and necessity.” 
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Advertising Age, January 12, 1948 


Sales Trainees 
Top ‘48 Demand 
for Collegians 


CHIcAGO — Except in the fields 
of sales and accounting, there is a 
general decrease this year in the 
demand for college men, accord- 
ing to a survey of employment 
trends among 127 business and in- 
dustrial firms. 

The study, conducted by Frank 
S. Endicott, director of placement, 
Northwestern University, dealt 
mainly with large and medium- 
size companies which actively re- 
cruit graduating seniors. About 
three-fourths of the 127 firms sent 
representatives to colleges and 
universities last year to contact 
potential employes among the 
graduates. 

Data was supplied by 81 man- 
ufacturers, 10 banks and insur- 
ance companies, seven department 
stores and mail order houses, 
seven utilities and from one to 


five representatives of various 
other fields, including two print- 
ing and publishing companies, an 
advertising agency and one broad- 
casting company. 


Salesmen at Top 


To augment sales staffs, 58 com- 
panies hired 1,231 graduates last 
year and the sales field leads the 
1948 list of prospective workers, 
with 52 companies indicating that 
they will employ 1,589 men. Gen- 
eral business trainees are next in 
demand this year, with 51 com- 
panies seeking 1,143 recruits. Last 
year 53 companies hired 1,334 
trainees. 

The demand for advertising re- 
cruits is down, with 15 companies 
seeking 34 employes, compared 
with the 65 men hired last year 
by 27 firms. In marketing, 12 
companies hired 50 recruits last 
year, while only eight will seek 
66 men this year. In merchandis- 
ing, three companies employed 45 
recruits last year, and the same 


year. 

Concerns which will employ 
fewer college graduates in 1948 
report that their employment 
needs due to postwar expansion 
have largely been met and that 
present needs may be attributed 
to replacements. Those which 
plan to employ more college 
graduates indicated that a gen- 
eral expansion is under way and 
that returning veterans have al- 
ready been absorbed, leaving job 
openings: for college recruits. 


To Bond & Starr 


Pittsburgh Steel Company has 
named Bond & Starr, Inc., Pitts- 
burgh, to direct the general and 
business paper advertising of the 
parent company and its subsidi- 
ary, Pittsburgh Steel Products 
Company. 


RR Appoints Dietze 


W. A. Dietze has been appoint- 
ed public relations officer of the 
Chicago, Milwaukee, St. Paul & 
Pacific Railroad, succeeding F. H. 


number of firms seek 31 men this | Johnson, who is retiring. 


Offers Ad Space 
on City Benches 


Fort Wort — Advertising will 
add to the municipal funds under 
a plan authorized by the city 
council to sell display space on 
400 benches to be installed at bus 
stops. 

The project is to be turned over 
to the agency making the highest 
bid for the contract. The agency 
is to sell the space and maintain 
the benches, while paying an an- 
nual fee to the city. 

Best bid received thus far has 
come from Tanner-Evans Adver- 
tising, El Paso, which offered to 
pay $3,700 annually for the con- 
tract. 


WTOR Staff Set 


James Parker has been named 
general manager and Joseph X. 
O’Hara commercial manager of 
Station WTOR, Torrington, Conn., 
which will begin operating around 
Jan. 15. Both appointees formerly 
were with WBRY, Waterbury. 
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ETTER Homes & GARDENS is a screen because it appeals only to 
people whose big interest is better living in a better home. 


The screening results from our editorial content of 100% service articles. 
Casual readers slip away because there’s nothing to hold them, but 
husbands and wives with homes and families pore over every page. 


Better Homes & Gardens is a “how-to” book — and that fact does a 
further sifting job, because it appeals to the people who can measure up 
to better living: BH&G incomes are among the highest for all big 
magazines. 


Over 3,000,000 such families, spending to the tune of a comfortable 
suburban kind of living, can buy the entire output of almost any factory. 


Better get the whole story on editorial screening when the BH&G 
representative comes around. 


A One-newspaper buy 
in One of the country's 
richest markets is a 
great combination for 
the advertiser, particu- 
larly when that news- 
paper completely and 
economically ~overs the 
market. 


There is such a combina- 
tion in Akron where the 
Beacon Journal has 
|00°% coverage of the 
rich Akron Retail Trad- 
ing Area. 


Here is the story in a 
nutshell. There are |24,- 
512 families living in the 
Akron Retail Trading 
Area. The Beacon Jour- 
nal daily circulation in 
this Area totals 124,543. 


Retail sales for 1946 
were in excess of 
$350,000,000.00. 


There is no denying that 
Ohio's One in One Mar- 
ket is a must for your 
next advertising 
schedule. 


Tell your Sales 
Story to ALL 
the Buyers in the 
free-spending 
AKRON 
MARKET 


JOHN S. KNIGHT 
PUBLISHER 


Represented by: 


STORY, BROOKS & FINLEY 
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Names Samuel Nicosia 


Samuel Nicosia has been named 
art director of the Frank Wright 
National Company, San Francisco. 
Walter Weller has joined the 
company’s art staff, and Joseph 
Merlo has been appointed service 
director in the Los Angeles office. 


MAILING PROBLEMS? 


—books, catalogues, brochures, broadsides— 


SOLVE THEM 


with 
INTERLOX —_ 
MAILERS Bi. 


Carton Specialties, Inc. 
34 Hubert St. 
New York 13, N. Y. 
Phone: WA 5-3265 
Department A 


SIMPSON-REILLY, 7 
Publishers Representatives 
SINCE 1928 


SAN FRANCISCO LOS ANGELES 
RUSS BLDG. GARFIELD BLDG. 


Norge Names Miller 


Craig Miller, formerly assistant 
advertising manager of the May- 
tag Company, Newton, Ia., has 
been. named manager of sales 
promotion and training of the 
Norge division of Borg-Warner 
Corporation, Detroit. 


Typographer Ups Ewry 

Harry Ewry, salesman and ty- 
pographic counselor, has been 
named general sales manager of 
J. W. Ford Company, Cincinnati 
advertising typographer. Robert 
Hess has joined the company’s 
sales staff. 


Names Mullikin V.P. 


Sprague Mullikin has been ap- 
pointed vice-president of Perry- 
Brown, Inc., Cincinnati. He joined 
the agency in 1940 as a copy- 
writer. 


Appoints Waldron 

V. A. Waldron has been ap- 
pointed sales manager of the 
Stamford division of Yale & 
Towne Mfg. Company. 


THE SILENT PART 
OF 8,342* MEN WHO 


Mr. James I. McMahan, founder and president, McMahan Furn. Co., 
Santa Monica, Cal. ‘ 


Chief executive of an organization operating a chain of 49 stores, 
Mr. McMahan looks to REVIEW regularly for authoritative and 
exclusive information which is so important in formulating his 
firm’s buying, merchandising and management policies. The 
prestige and influence REVIEW enjoys with Mr. McMahan (and 
the other 8,341 executives of furniture stores that do 85.14% 
the total industry volume) is what makes it such a powerful 
advertising medium. REVIEW should be at the top of your 


for the home furnishings field in 1948. 
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Unlike many of radio’s bright 
young men who have been phe- 
/nomenally successful as producer- 
directors, Adrian Samish is above 
all a realist. He is frankly more 
interested in box 
office than artis- 
tic effect. 

While this 37- 
year-old execu- 
tive knows how 
“to trick up a 
broadcast with 
phony sound ef- 
fects” as well as 
the next one, his 
credo is: 

“Don’t worry 
about the fine 
touches, which will be lost on the 
|'bulk of listeners with their in- 
expensive sets. Make sure you 
‘have aé strong script by top 
|writers and get the actors to 
_perform as well as they are able.” 

Working on this premise, Mr. 
Samish, who recently took over 
the presidency of Show Produc- 
tions, Dancer - Fitzgerald - Sample 
subsidiary, has, during 13 years 
of directing, introduced some very 
“arty” performers to airwaves 
audiences while scoring notable 
commercial triumphs. 

The sophisticated Henry Mor- 
gan show, currently having spon- 
sor difficulties, and the schmaltzy, 
popular “Bride and Groom” pro- 


Adrian Samish 
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You Ought toKinow.. « 


Adrian Samish 
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stage are a couple of comedy 
shows and a novelty production, 
which its creator describes as 
“something altogether different.” 

Ade Samish, a slightly stooped 
man with brown hair, blue eyes 
and a hurried manner, is a native 
New Yorker who got his schoo!- 
ing for radio in the theater. At 17 
he was assistant stage manager of 
a Broadway show; a few years 
later he was stage manager for 
“Last Mile,” Spencer Tracy’s first 
stage vehicle. Meanwhile, he was 
directing a summer stock com- 
pany at East Hampton, L. I. In- 
cluded among his players were 
|\Henry Fonda, Alan Hale and 
‘Muriel Kirkland. 

At an after theater party one 
\evening J. J. Shubert heard Ade 
|playing an original tune and 
‘asked him to do a musical score 
for a Broadway show. He later 
scored two Shubert productions, 
“Hello Paris” and “Cocktail,” both 
of which had fair runs in New 
| York. 
| Song writing—Ade says he has 
(felt the urge to compose since— 
|/is an unusual stepping stone to 
| broadcasting, but a short time later 
|/he turned up as producer of True 
Story’s “Court of Human Rela- 
tions” and the Goodyear Farm 
| Hour. 

His next move was to Young & 


gram both were developed and|Rubicam, where during a five- 
sold at ABC while Mr. Samish/| year period he helped launch such 
was vice-president in charge of broadcasts as the “Aldrich Fam- 


programs. 

“T have never cared for prestige 
productions,” the director-pro- 
ducer said. 
high Hooper or 


cess. 


art. This, of course, is saying 
nothing to detract from the me- 
dium; broadcast entertainment 
would not be so good were it not 
for advertising.” 

Mr. Samish falls heir to a sizable 
number of daytime shows with 
high ratings. Dancer-Fitzgerald- 
Sample handled radio billings of 
approximately $20,000,000 last 
year for such liberal spenders as 
Procter & Gamble, Sterling Drug, 
American Home _ Products 
‘General Mills, whose 
‘turn up regularly on Hooper’s top 
ten. 

Show Productions’ new boss can 
well spend a good deal of time on 
D-F-S’s nighttime schedule, which 
doesn’t show up so well in the 
ratings. Only program to debut 


since he took over his desk at 247 | 
Park Ave. is Procter & Gamble’s| 


“Beulah,” heard daily over CBS. 
Hattie McDaniels has the starring 
role in this revised form of the 
situation comedy. 

Currently in 


the embryonic 


“If your show gets a) 
Nielsen and it) 
sells a lot of goods, you are a suc- 


“Radio as we know it today is | 
a part of advertising and not an| 


and | 
soapers | 


|ily” for General Foods, Screen 
Guild Players for Gulf Oil and 
the Helen Hayes theater for Lip- 
ton tea. Y&R rewarded him by 
making him production head of 
its radio roster, then headed by 
Fred Allen, Eddie Cantor and Kate 
Smith. 

These duties kept him _ busy 
shuttling back and forth to Hol- 
lywood. On one of these trips 
Paramount, in tune with its usual 
|policy of snaring talent and then 
|deciding what to do with it, put 
him under contract. There fol- 
‘lowed a six months’ interlude of 
“doing absolutely nothing and 
drawing a fat salary for it’’ before 
he went home to Young & Rubi- 
cam, this time as producer-editor- 
|director of the “March of Time.” 

His record with that show is 
one of his proudest and won him 
the Four A’s annual advertising 
|award for radio in 1942. The cer- 
tificate is prominently displayed 
on the wall of his office. The 
broadcast hit its all-time Hooper 
high of 21.4 under his supervi- 
sion. 

Mr. Samish, a Connecticut com- 
muter, lives in Stamford with his 
wife. His favorite relaxation is 
fishing. And he earries color 
photographs to document luncheon 
stories about “that big one I! 
caught last week.” 


Celebrates 25th Year 


The International Benjamin 
Franklin Society will celebrate its 
25th anniversary Jan. 17 at a 
luncheon to be held in New York. 
Special speakers to be heard at 
the celebration will be Brig. Gen. 
Carlos P. Romulo and Paul V. 
McNutt. 


‘Radio Journalism Group 
Elects M. V. Charnley 


| The Council on Radio Journal- 
|}ism, Washington, has elected Mit- 
|chell V. Charnley, University of 
|Minnesota journalism professor, 
as president. Other new officers 


are E. R. Vadeboncoeur, WSYR, | 


|Syracuse, chairman of the NAB 
news committee, vice-chairman, 
and Arthur Stringer, NAB staff 


member, secretary-treasurer. 

At the same time, the council 
jauthorized internship arranc&- 
ments providing for study in «c- 
tual radio station news depa:'- 
ments by journalism teachers. 


2 Leave Whittaker 

Myron Blackman, vice-pre:'- 
‘dent in charge of sales, and Albert 
Greenfield, advertising manag 
have resigned from Wm. R. Wh:* 
‘taker Company, Los. Angeles, 
|manufacturer of Micro 16! 
cameras. 


Two Join Hevenor 
Edward L. Spencer and Robe't 
L. Fox have joined the creati’é 


department of Hevenor Advert!s- 
ing Agency, Albany, N. Y. 
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Over 250 national, regional and local media placed basic presentations in Advertising Age’s 
1947 CONSUMER MARKET DATA BOOK .. . keeping their sales story in front of marketing 


and advertising executives all year long—whenever markets are being evaluated and selected, 


and media considered. 


The Advertising Distributors of America, Inc. 
Afro-American Newspapers 
Agricultural Leaders’ Digest 
Beacon Journal 
Amarillo (Tex.) Times 
American Press Association 
The Associated Business Papers 
Atlanta Daily World 
Austin (Tex.) American 
Austin (Tex.) Statesman 
Baltimore News- =i and American 
The Baptist Standar 
The Beloit (Wis.) Daily News 
The Boston Globe 
Boston Herald- Traveler 
The Boston Post 
Brooklyn Eagle 
California Eagle 
The Cattleman 
The Cedar Rapids Gazette 
The Charleston Evening Post 
Charleston News and Courier 
Chicago Bee 
Chicago Defender 
Chicago Downtown Shopping News 
Chicago Herald- American 
Chicago Tribune 
The Cincinnati Enquirer 
The Cincinnati Post 
Cleveland Call-Post 
Cleveland Shopping News 
Columbus Dispatch 
Corset & Underwear Review 
Crockery & Glass Journal 
The Dallas Times Herald 
The Des Moines Register and Tribune 
The Detroit News 
The Detroit Times 
Domestic Engineering 
Elizabeth (N. J.) Daily Journal 
Esquire 
A River (Mass.) Herald News 
The Farmer 
Fashion Accessories 
Florists’ Telegraph Delivery News 
The Fond du Lac (Wis.) Commonwealth 
Reporter 
The Fort Worth Star-Telegram 
Free & Peters, Inc. 
Furniture Age 
General Outdoor Advertising Co. 
Akron, Ohio 
Asheville, N. C. 
Atlanta, Ga. 
Binghamton, N. Y. 
Brooklyn, N. Y. 
Cedar Rapids, Iowa 
Chicago 
Davenport, Iowa 
Dayton, Ohio 
Decatur, Tl. 
Denver, Colo. 
Duluth, Minn. 
Durham, N. C. 
East St. Louis, Il. 
Harrisburg. Pa. 
Hartford, Conn. 
Indianapolis, Ind. 
Kansas City, Kan, 
Kansas City, Mo. 
Tong Island District, N. Y. 
Touisville, Ky. 


Minneapolis, Minn. 
Nashville, Tenn. 

New Orleans, La. 
yom wag We City, Okla. 


Philadeiphis, _ 


Washington, D. C. 
Winston-Salem, N. C. 
Youngstown, Ohio 


Haire Publishing Company 
Hardware Age 

Harrisburg (Pa.) Evening News 
Harrisburg (Pa.) Patriot 

William R. Harshe Associates, Ino. 
Hearst Advertising Service 

Home Furnishings Merchandising 
Hospital Management 

House Furnishing Review 

The Houston Chronicle 


The Indianapolis News 

The Indianapolis Star 

Infants’ and Children’s Review 

Institutions Magazine and Institutions 
Catalog Directory 


KABC, San Antonio, aed 
K.WS. Woechit-, K-«s 

Kansas City Cail 

KCKN, Kansas City, Mo, 
KCMC, Texarkana, Tex. 
KCRG, Cedar Rapids, Iowa 
KDYL, Salt Lake City, Utah 
Kelly-Smith Company 

Kenosha (Wis.) Evening News 
KFBI, Wichita, Kan. 

KFH, Wichita,Kan. 

KFIZ, Fond du Lac, Wis. 
KFJZ, Fort Worth, Tex. 
KFYR, Bismarck, N. D. 
KIDO, Boise, Idaho 

KIRO, Seattle, Wash. 

KLX, Oakland, Cal. 

KMA, Shenandoah, Iowa 
KMBC, Kansas City, Mo. 
KNOW, Austin, Tex. 

KOMA, Oklahoma City, Okla. 
KOY, Phoenix, Ariz. 

KRIS, Corpus’ Christi, ve 
KSO, Des Moines, low 

KSTP, Minneapolis-St. * Paul, Minn. 
KTUL, Tulsa, Okla. 

KVOO, Tulsa, Okla. 

KXL, Oakland, Cal. 

KXYZ, Houston, Tex. 


Lafayette (Ind.) Journal and Courier 
Lawrence (Mass.) Kagle-Tribune 
Don Lee Broadcasting System 
Linens & Domestics 

Long Island Daily Press 

Long Island Star Journal 

Los Angeles Examiner 

Los Angeles Herald-Express 

los Angeles Sentinel 

Louisiana Weekly 

Louisville Defender 

Louisville Journal-Courier 

The Louisville Times 

Lubbock (Tex.) Avalanche-Journal 
Luggage & Leather Goods 

The Lynn (Mass.) Item 


Maine Brosteasting System 
Memphis Wor 

Michigan Gareicle 

Midwest Farm Paper Unit 
Minneapolis Star and Tribune 
Moline Dispatch 

Moose Magazine 

McClatchy Newspapers 


National Furniture Review 

National Jeweler 

National Transitads 

The Nebraska Farmer 

The Negro Press 

Newhouse Newspa 

Newspaper Advertising Service, Inc. 
New Haven Register 

New York Amsterdam News 

New York Journal-American 

New York Subways Adver. Co., Inc. 

Notion & Novelty Review 


Oakland Tribune 

Orlando Morning Sentinel 
The Orlando Star 

Orlando Sunday Sentinel-Star 


John H. Perry Radio Stations 
Petersburg (Va.) Progress-Index 
Philadelphia Evening Bulletin 
Photographic Trade News 
Pittsburgh Courier 

The Pittsburgh Press 

The Port Arthur News 

The Prairie Farmer 

The Providence Journal-Bulletin 


Radio Daily Annual 
Rock Island Argus 


St. Joseph News-Press 

San Antonio Evening News 
San Antonio Express 

The Schenectady Gazette 
Schenectady Union-Star 

The Scranton Times 
Scripps-Howard Newspapers 
The Southwest Magazine Company 
Specialty Salesman Magazine 
Staten Island Advance 

The Sun Advertising Company 
Syracuse Herald American 
Syracuse Herald Journal 


Texas State Network, Ft. Worth, Tex. 


WACO, Waco, Tex. 

Waco News-Tribune 

Waco Times-Herald 

Walker & Co., Detroit 
Wallace’s Farmer 

Walther League Messenger 
Washington Times-Herald 
WAVE, Iouisville, Ky. 
WBENB, Beloit, Wis. 
WBNX Broadcasting Co., N. Y. 
WCBM, Baltimore, Md. 
WCLO, Janesville, Wis. 
WCOA, Pensacola, Fla. 
WCSC, Charleston, S. C. 
WCSH, Portland, Me. 
WDAY., Fargo, N. D. 
WDBJ, Roanoke, Va. 
WDBO, Orlando, Fila. 
WDLP, Panama City, Fla. 
Westchester County Publishers, Ine. 
The Western Farm Life 
WFBL, Syracuse, N. Y. 
WFBR, Baltimore, Md. 


ster, N. 
WHAS, Louisville, "Ky. 
WHDH, Boston, Mass. 
WHO, f 


WIBW. Topeka, Kan. 


le 
Wilmington (N. C.) Star-News 


Winston-Salem (N. C.) Journal and Sentinel 


WIOD, Miami, Fal. 
WIS, Columbia, 8. C. 
Wisconsin Agriculturist and Farmer 
WIJHP, Jacksonville, Fila. 
WIW, Cleveland, Ohio 
, Lawrence, Mass. 
WLBZ, Bangor, _ 
WLS, Chicago, IIL 


Peoria, Til. 
WMBR. Jacksonville, Fla. 
WMC. Memphis, 

WMUR, Manchester. nN. H. 
WOW. Omaha, Nebr. 


WSIX, Nashville, Tenn. 
WwsJs, Winston- Salem, N. C. 


WTRY, Albany, Troy, Schenectady, N. ¥. 


WTCN, BSt. Paul Minneapolis, Minn. 
WWNC, Asheville, N. 


The Yankee Network, Inc. 
Youngstown (Ohio) Vindicator 


SPACE RATES 

Spage Per Page 

8 pages $200.00 per page 
6 pages 225.00 per page 
4 pages 250.00 per page 
; — 275.00 per page 


I "peee He pet et oniy} 
44 page (Horizontal only 
Inserts—regular page rates apply 


Discounts for Advertising Age advertisers 
discounts are based on number of inser- 
tions, minimum rate holder (10 column inches) size 
or larger, under contract in Advertising Age to run 
within one year from date of first insertion. Dis- 
counts apply to space only, not to color. 
Fedabolekexeeicanees® 30% discount 
falnradeusa tocnre mere 20% discount 


Total Cost Following | 
$1600.00 


52-time advertisers 
26-time advertisers 
13-time advertisers 


Ssadidabenkioe® aecnee 10% discount 


PUBLICATION DATE: 


FIRST FORMS CLOSE: 


Mar. 1 


’ P be A 


w nine ¢ UOO6 is studying markets for preparation of 
media schedules. . 
C. E. Hassel, Ross Roy, Inc. 


sd . . most helpful in the preparation of our alloca - 
tion of advertising for the year 1947-1948. 
H. Allen Durkee, Durkee -Mower, Inc. 


. . . for planning newspaper campaigns and tests it 
can’t be beat!" 
T. J. Bowen, The Reingold Co., 


aot Pa se Tte.as a*reference in preparing our advertis- 
ing program. , 
ohn S. Pingel, Reo Motors, Inc. 


Inc. 


", . . of great value to us in formulating our domestic 
advertising and sales promotion plans.' 
- C. E. W. Stevens, Lockheed Aircraft Corp. 


", . . useful in establishing sales quotas, estimated 
sales potentials, which in turn, determine our local 
advertising expenditures." 

Paul P. Fischer, Bellows & Company, Inc. 


" . . of particular value in planning test campaigns 
{ in localized areas as well as the preparation of regu- 
lar local campaigns." 
Arthur R. Meares, The Centaur Company 
Div., Sterling Drug, Inc. 


", . . particularly valuable in Setting up newspaper 
campaigns for several clients." 
C. Bruce Hardy, McCann -Erickson, 
(Cleveland) 


", . . useful in preparing some of our advertising 
plans." 


Inc. 


G. S. Thompson, Carnation Company. 


7 ot excellent guide for us in choice of local 
advertising.' 
Isabel C. DuBois, Red Star Yeast and Prod- 
ucts Company. 


Essential media data, when displayed in the CONSUMER 
MARKET DATA BOOK directly alongside information on the 
market it serves, is right where advertiser and agency executives 


need and want it—for fingertip reference! 


All the latest available facts, from government or other official 
sources, about national, regional, state, farm and local markets 
—every index measuring the consumer purchasing power—and 
the channels of retail and wholesale distribution are all in the 
CONSUMER MARKET DATA BOOK .... which is distributed 
to all national and regional advertisers spending $25,000 or 


more per year, and their advertising agencies. 


Obviously, media who have their sales story in this same com- 
plete, single reference source have the distinct advantages of 
being in the right spot—at the right times—the year ’round— 
and in front of the right people! 


BASIC—as a 


comprehensive 
reference book 
by advertisers 
and agencies! 
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|heart and not “evil objectives,” 
|Mr. Carmell observed. 


| ‘Withdrawal’ Was Strike 


| In rebuttal, Mr. 
clared that Mr. 
‘have been “unhappy” 
station acceded to the AFM de- 
/mand becaus:: he wanted to test 
ithe act. 

He attacked as paradoxical Mr. 


Petrillo Trial 


Takes 3 Days; 
Rule Due Jan. 14 


Cuicaco—Judge Walter J. La-| ' 
Buy, in federal court here, will | Carmell’s argument that the three 


rule Jan. 14 on the question of | librarians were not needed but 


Kerner de- 
Petrillo would 
had the 


whether James C. Petrillo is guilty | that the station should employ six 


rather than three AFM members. 
“Withdrawal” of the three librar- 
ians constituted calling a strike to 
force the station to agree to a 
“featherbed” contract, Mr. Kerner 
asserted. 

If found guilty, Mr. Petrillo may 
be sentenced to a year in jail or 
fined $1,000, or both. 


Ayer Teaches Copy 

N. W. Ayer & Son, San Fran- 
cisco, will present the advanced 
copy writing course in the spring 


term at the Golden Gate College 
School of Advertising. R. Byron 
MacFadyen, copy chief at Ayer, 
will direct the course, which is 
sponsored by the San Francisco 
Advertising Club. 


Kershaw Quits Texas 


William H. Kershaw, assistant 
general sales manager- of the 
Texas Company, New York, has 
resigned after 37 years with the 
company. He started his career 
with Texaco as a road engineer 


'and- was named assistant sales 


Advertising Age, January 12, 19:8 


manager in 1936. In this capaci:y 
he supervised the company’s aii- 
vertising and was directly jy 
charge of radio promotion. 


Harwood Cuts Prices 


The reduction in the feder.| 
liquor import tax will be passed 
on to consumers of Harwood’s C;)- 
nadian blended whisky, according 
to an announcement by Willian)s 
Importers, a division of R. C. Wi!- 
liams, Inc., New York. This wil] 
—_ a price cut of 30 cents per 

th. 


of violating the Lea Act. His 
ruling will be appealed to the) 
Supreme Court. 
Attorneys for Mr. Petrillo and | 
the government on Jan. 2 con-| 
cluded their arguments as to| 
whether the American Federation | 
of Musicians president violated the | 
act by calling three librarians | 
away from work at Station WAAF | 
here in 1946. 
In the brief trial, the govern-| 
ment called witnesses who tes- | 
tified that the independent day- 
time station has employed no li-| 
brarians since May, 1946, and had 
no need of six AFM employes, as 
Mr. Petrillo originally asked. 
Three newspapermen were called 
to testify that they heard Mr. 
Petrillo say in 1946 that he was 
intentionally violating the act in 
the WAAF action (AA, Jan. 5). 


Strike Lawful, Carmell Says 


Otto Kerner Jr., government at- 
torney, argued that the AFM 
leader violated the act by at- 
tempting to “coerce, compel and 
restrain” WAAF by calling a 
strike. A strike, he said, can be 
unlawful under the Lea Act; an 
attempt to injure by calling em- 
ployes off work, whether or not 
the attempt succeeds, is unlaw- 
ful. 

Daniel D. Carmell, attorney for 
Mr. Petrillo, declared that the Su- 
preme Court’s decision last June 
in the case concerned only one 
point as to the Lea Act’s consti- 
tutionality. He argued that the 
musicians were in accord with 
that decision and had not violated 
the act by “withdrawing” the 
three librarians. The station had 
in no way been inconvenienced 
and thus had not been coerced, he 
said. 

Mr. Carmell said the Lea Act 
could not prevent musicians from 
striking after collective bargain- 
ing failed, and the station had not 
bargained with Mr. Petrillo over 
the matter of hiring three musi- 
cians. The AFM head, in asking 
that three musicians be hired, had 
the best interests of the public at 


Co - in aku | 
“PREFERENCES -. % ce ae 
INDUSTRIAL LITERATURE” Him ai 


RN 


& 00., INC. 


OnE FirM that follows this reasoning is the 
Radio Corporation of America. The best pros 
pects for the RCA Intercom System are Man 
agement-Men... business and industrial execu 
tives who influence or make buying decisions 
Business Week’s reading audience is com 
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Wyant Joins WBZ, WBZA 


Dallas Wyant, formerly director 
of sales promotion of Station 
WHEB, Portsmouth, N. H., has 
joined the sales promotion staff of 
Westinghouse Stations WBZ and 
WBZA, Boston. 


Appoints Strouse V.P. 


Samuel S. Strouse, an account 
executive, has been appointed a 
vice-president of Theodore A. 
Newhoff Advertising Agency, Bal- 
timore. 


Industrial Admen 
Plan Conference 


at Ohio State U. 


CoLumMBus—T. H. Young, adver- 
tising director of the U. S. Rubber 
Company, New York, headlines 
the list of industrial leaders who 
will address conferees at Ohio 
State University’s first specialized 
conference in industrial advertis- 
ing, scheduled here Jan. 29-30. 


Other speakers thus far sched- 
uled, representing various aspects 
of research, public relations, sales 
promotion and management, in- 
clude John Maddox, Fuller & 
Smith & Ross, Cleveland; Wroe 
Alderson, Alderson & Sessions, 
Philadelphia; Cameron Hawley, 
director of advertising and pro- 
motion, Armstrong Cork Com- 
pany, Lancaster, Pa.; J. M. Mc- 
Kibbin, director of advertising 
and sales promotion, Westinghouse 
Electric Corporation, Pittsburgh; 


Joseph F. Holland, vice-president, |29. An advisory committee of 25 
Manufacturers Bank and Trust | industrial advertising executives 
Company, St. Louis; Arthur W. | and media representatives is aid- 
Volck, sales promotion depart-| ing in plans for the meeting. Pro- 
ment, American Laundry Machin- | fessor Kenneth Dameron, OSU 
ery Company, Cincinnati; Stanley College of Commerce and Admin- 
A. Knisely, executive vice-presi- istration, is conference chairman. 
dent, Associated Business Papers, | aa ae 
New York, and Hal Burnett, edi- : : 
tor, Industrial Marketing, Chicago. Agencies Consolidate 
Speakers will lead discussions | Pe rg gg 6 mig J Be em pen 
and roundtable talks on current | Warman & Co., Buffalo. The com- 
problems in the field, and the con- 


bined agenci ill operate at 296 
ference banquet will be held Jan. | iecbonalie dies po ‘Gaewna ke Co., 


posed almost exclusively of these men...a 
higher concentration of executives than is 
offered by any other general business or news- 
weekly magazine. This fact explains why RCA 
has been a consistent successful advertiser in 
the pages of Business Week for eleven years. 
Business Week gives RCA and other makers 
of communications equipment a minimum of 
waste circulation with the result that adver- 
tising dollars invested in Business Week “work. 
harder,” and produce more. 


ND Iq’ FIND A MANAGEMENT-MAN 
.-- WELL INFORMED 


®Based on Publishers’ Information Bureau analysis. 


'Ine., with Robert B. Warman as 
|president. William B. Tanner, 
president of Acme, will be vice- 
| president and director of the new 
| firm. Accounts previously handled 
by Acme will continue to be 
under Mr. Tanner’s supervision. 


McCarty Heads PR Firm 


John R. McCarty has resigned 
as vice-president of Rowland 
Broiles Company, Fort Worth 
agency, to become president of the 
newly-organized Wells Public Re- 
lations Corporation, which has 
opened offices in Fort Worth and 
Washington. 


“HMM IT SAYS SENATOR BLOWHORN 
IS SPEAKING IN WASHINGTON TODAY” 


| ‘The shoe ad rating highest in 


the much-discussed new Wis- 


| consin Hometown Dailies read- 
| ership survey pictured a wom- 
_ an standing on her head. Point 
of the (Gold Cross) ad was: 
“It’s wise to examine the label 


on the sole.” 


Gold Cross scored 66 percent 
readership by women, better 
than the average front-page 
news story in most newspapers. 


The average 500-1000 line ad 
in the Hometown Dailies was 
seen by 55 percent of all wom- 
en readers. That’s what we 
mean by HIGH HOMETOWN 
READERSHIP, more than off- 
setting the apparent milline 
rate advantage of larger circu- 
lation newspapers. 


All 
Business \ 
Is Local 


READERSHIP .. 
The Third Dimension 
of the Milline Rate 


212 Fourth St., Racine, Wisconsin 


HIGH READERSHIP 


Se ate ap rene. teks 
Wy ee ke by Bae Se. ae 
re e.g oe. oe a ee Paes SN me a ae 3 
uae oes ee i ELS Sapa aa. Bock nee S 2 aR igh = ; 
Ret ere eae a eae nae. ernest z cose ARS, es : Sere ae eae. & te ae 
NE a Re ae es Sree ee faa ine Re Pies pe ae ra Boies hee ae eee 
ie at rth Tg ig AMP eT aelRMS a Pas Bee ee OS Wie. v ca gia aye = oe . oe ee Sa See as ARS wie 
ee oa ere of sates ering ae ee ee Se 
ARO SRE meas tS es eat hed pe eee rs mr ar a cin Mania 1 
dite CEE Si me oc =. ie oe ; yon ee Fe os ine oe ar a Bots es = rere a Le a Pe eo Se ; e sai ' : 3 
Ree “meee i 26 ear gee se ee re 
1 | 
1948 ’ ne 
ACi ty 
ad- 
» Ca- ee > 
‘ding | 
iams ; 
Wil- 
will i 
; 
| 
e : Binet |. Se SS -o ade Reg ey hax - 
. eee : = Sie Be eg Pn ac; = Fes oh og 
> SRR rt tae ae os | | 
P Be Pia aa Fee gn Sa gens Ve ee ea ae . e 
wh . j a Oe ie | yee ane tag 8S. ene the ots = 4a 
a pen hes Big 8 ee er eee 3 a es Mar by a 
4 j ae oa ee e age ee wee Nee Goes, wlll ire. 8 d ve | 
> bd 1S ah bien: padtegiee os om 
i I ; as ~ ay cae ~ ge a Seals ee | le 
ae ee 2 ro: a. ee nt age ras 
ga ee z i. pee NA aie “ Ser aay, Se Lie eee Sa ie aiiua Bos ate ee Ria pRiesmemmeows: : 
4 X nS ae arreaes acter tiay SRT ie ah <a a Tae Barring Se Sa cea: i : a i he: ia | 
— 3 | — a ees a a oe a) “in oa | 
a — Ss, < eo. OC Se elon an he Roun Sag: i Sm es Sg hae cet a | 
i , ee i mets 5, (agg gem aite Be ei 3 de sy > ae is ty he oat eg ae Sa Fa 4 ae i te 
os em A Re te “p= 88 aie ea. 
_ ona me = ' 
; oa —— (> 
5 ei | | . Ast 
= ; a a a a er imal Ree 
icf Se cn —- ‘ 
ge al = — 
PASE 2 ae | 
nate aeael Ce aaa i mete iS ca aa 3 
ae aoe oa 5 a . 3 4 ae ae a 38 ei ore, ae i | — . 
WORMS ES . se ee ae ; 3 
c #. r> % = ee i acne aa s i | \') <7 
“s " ie — Perera. | cea ae GT * 
ne pie ag a bs ee ’ a a. ere ee : 2 ee Ses } a \2 
AEE eek pas S ae ae eae ae” : NSE 
a iy ; es > S 3 - . tg : 7 <_ Ls : : eo | a 
ay ik aaa ileaean 5 we ly ee v peat, | Pianeta 
ae ght ae : ig er, pe Be tag ey. a a piss 73 a — 5; j 
es i ee cl os a ls 
RO GO eT uae . Fe ee toe ae Ti — 
Sak ae rete. a ieee ‘ +8 a eee oe ed: epee 
ot oe a Sk Se ie ~ Se ae gata | § baal 
7 Saag beers : ee : 
BAS Shy 008 sy ae - 
ss uy ae ie = 2d ee 4 zien bas eo" 
x 4 wae emer : : \ fA pee ee Rs: dag aie: | 
y ' a ie on oP Re es a idea | ! 
+ 35 ; si re wee ne meee “Wale | 
a ee — ee “ . i 
1. ee eae Po ie ee | 
ae Ey aa te a Sag is 7, : Reh ee Gee , pliant 7 Ca mH Pie, “yi Ngl ae © es ei 
poe eS ae Be ee i Pas aes, , en a eae ie oe - | ee ' 
NER « ie cy eid 2 ee ey me eek ve a i ef De is i i Fee SS : a : cd | | ; 
. hs or a Ares See oe g ee ae 2, a, ia i er ase oka k : = Bap. eM Wig Sean tp fa oe 2 
Lote <a, ee RS re a pee ie a. ie aS SoS ges gap ees snap Pe 
; Pgs eee aes ee et a. Shs Ras aah aa eae fa , Ba ee co ee ame ek a a 
ee . «© ae a MS ' ae : et i ee a easiad sink eer Uh ae a pts ecg ok ee ees See: 
rr 5 eae : : oe, ae ae . ce ee eh alee ey Aye 5 ers eee eee Bie: ie ee Seay ; 
ba —_ ay ~_s° SW tela See ek A nae SP ie St CORE ae ear a | ee ie ee a . 
a. 905 a! 9 a coe an RM oie |. | ie came 
8 ey Tee - oe. —_ or. Glee a oe a ae eee aes a ORE LS 
Re a a %, ee Pia ee — ar ee ‘ 
a seas : se 5, fe De So See a it & ie ae ae pas hae ee 
jf % oe ae Ss “Wee ' i ae a? es: Se ep a pk =F igre th Sa ieee oa 7 
; > eee * T, oe a_i : s ae mee ee SS ete a 
y ae ag he: - ait ‘ _ = = De ae + , aa et 
; : = . -— % tA Foal Ce SSE, —" in 3 : Se ce 
, ; Rd oa 2 a ougaeae ao) ty ” alee - 4 Ee Sa. ee ‘ne, penhtent Oo. a : re 
ca Sf yams ts, RIE” ie Sage aa. Pelee Si eae ia Ta. ——< ey 
bs ; ¥ 5 es ae — ye ay ae ec ea 5 Nes ee ; . Sey oo econ 7 ee 
“ , rigs aren es, sig sea bk Seyeeae i gpeeren 5 ee =. ae a ame co" 
A i a ees SG | or, ey cial a ee ane iS a memanees= 3 eee 
i % oat Belg x . Ee i, me Rane’ At : ey mn 2 7 Re Bee ep com 
’ 3 a pita: 2h . Ba ee Re ete sah ny: iaalh Bore: , Oe ae 
Bs ; ata i. Be es een ; : : sinae 
we 3 FS 2 “a in ‘ ¥ re co i m aie ee it, Bie 
ee ee “Wes ii * we es : — . ’ ae : ars oy, ae oa 
~*~. | ee > 10 You, — = | 
e . a A eg ee I ae Rs ps SR Ps na $s Or Mo ° i tal | 
, ree m - * =" é ae ake ae xe Radio a re in R >. — 
F pees Ya 4. a Gee bee, SE” te a . Be. = 
0 eo 8 ee ee Pag o) ae a °rporgs; ne ‘ 
‘ a = es Res es ee, al Erdos, hi. oe American rection of Ameri. —s “* oe | 
ae a a . Ree e a " 
: ; a a eS aert PN er 1 eee ee ri Va ty. a 5 Web “Phone & T, 
2 ees a #4 ie 38 ee Ww, Ster Elect}. c clegr °Ph Com 
a Tee ais a een & Sag a Oe ae [e} 
‘ ae = Ry eee; as e m Pan 
ee ae th yee =~ Sa Electric co ™Pany ” | 
; xg a A ee i pect ies: gl ' ee Bel] Sound 5 °Mpany 
; ; aes & Z k Dictoo,, h Ystems, Inc / yA 
om E, aie! _ 5 i whe a ae Pp Pr ; : 
~~ ae Ss ie a ll a al ie Ravlang Oducts, Inc. ( 
| 1 PULL se een , se 
. : ee Ror _ Durip, th — 7 a.) \ | 
cei me heat he A Weep © © first | 3 Z A 006 49 
oe P = wr | Co ek Carried *76 Months of 194 - \3 Ss 
; as ma ication. cl Pages of ad very; ’, Busines, ) \t 
7 ay am Many » aSsif; er r ISin ; \% 
oe OF as th Catio & in th ae 
p 2 : C aver... n...mo e ' 
.; | Neral busing ARC in tre More eh | 
_— Ness and e Othe, : 1Ce 
5 i J aa ra "WsWeel) Slx leading 
: _ ee ok ; y magazines P| 
‘: [ - 
7 : BAS: ’ id 3 ee 
. . a abla gout f 
E - fe at i a a ‘ 
7% i R < “i . i Mee : s & F : i 


‘Pay-as-you-see’ 
Video System Wins 
Okay from Public 


Cuicaco—The “pay-as-you-see” 
system of home telecasts cham- 
pioned by Zenith Radio Corpora- 
tion won an enthusiastic nod of 
approval last week in a survey of 
U. S. video set owners revealed 
by LaSalle Extension University. 

The study, covering 9,341 set 
owners in New York, Philadel- 
phia, Chicago and adjacent areas, 
was suggested to William Bethke, 
general education .director of the 
university, by Zenith, which last 
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summer demonstrated its Phone- 
vision system of charging “admis- 
sion fees” for home showing of 
entertainment considered too costly 
for presentation by individual ad- 
vertisers. 

Under the Zenith proposal, 
which met with plenty of opposi- 
tion from some other manufactur- 
ers in the field, Phonevision sub- 
scribers are to receive free all 
standard video programs, but pay 
for special showings of new movies, 
plays, etc., on their monthly tele- 
phone bills. 


Area Reactions Differ 

The returns showed that only 
45% of the set owners were satis- 
fied with present programs, though 
there was considerable variation 
in the responses. Dissatisfaction 
was greatest in Connecticut, with 
40% expressing approval, com- 
pared with 42% in New York, 
51% in New Jersey, 52% in Chi- 
cago and 43% in Philadelphia. 

Sixty-two per cent of the set 
owners said they would be willing 


to pay for extra programs, includ- 


ing 76% in Connecticut, 64% in 
New York, 52% in New Jersey, 
70% in Chicago and 49% in Phila- 
delphia. 

The results, said Mr. Bethke, 
substantiate returns in a similar 
survey which indicated that 73% 
of West Coast owners approved 
a “pay-as-you-see” system and 
that only 39% rated current pro- 
grams “very good.” 

The votes were accompanied by 
plenty of comments on both pres- 
ent video programs and the “pay- 
as-you-see” proposal. Those who 
objected to the latter said: “Time 
for sponsors to pay for better pro- 
grams”; “Why start a new graft?”; 
“Should be as free as radio.” 


Grants Station Permit 


The FCC has approved the ap- 
plication of Citizens Broadcasting 
Company, Abilene, Tex., 
struct a new 250-watt station in 
Abilene and has rejected the ap- 
plication of the Abilene Broad- 
casting Company for the same 
wave length. W. P. Wright is 


president of Citizens Broadcasting. 


THEY LEARNED ABOUT PEOPLE 


=. 


ELLIS 


route. 


Arnall. 


The Atlante Journal Station 
“The Voice of the South’ 


Former Gov. of Georgia 


Ellis Arnall says he learned a lot 
of things about getting along with 
people when he carried a Journal 
And that has been a big 
help in politics, according to Mr. 


ARNALL 


ERNEST J. 
BREWER 


Executive 


the Mayor 


WILLIAM B. HARTSFIELD 


Mayor of Atlanta 


William B. Hartsfield was elected 
to his first political post, that of 
alderman, by his satisfied Journal 
customers. He lauds The Journal's 
carrier activity for its development 
of leadership. 


Sec. to 


most 


recalls 
vividly from his Journal carrier 
days a woman who just wouldn't 


Ernest J. Brewer 


pay the bill. He says his Journal 


route taught him, above all things, 
self-control. 


ED S. COOK 
President, 
Atlanta Board 
of Education 


Ed S. Cook believes that his ex- 
perience as a Journal carrier con- 
tributed to giving him a well- 
rounded education, and he advo- 
cates the same extra-curricular 
training for boys in the Atlanta 
schools today. 


. WITH THE SOUTH’S LARGEST CIRCULATION 


to con- 


The Western Advertising Golfers Association (Chicago) will need 
a new prexy when “Dobbie” Dobson takes over on the West Coasi 
for Curtis Publishing Co. Before he left Chicago the golfers gave 
a luncheon for him at the University Club and presented a hand- 
some golf bag. . . One of the 48 Rhodes scholars who will ente: 
Oxford next fall for two years of study is Albert J. Colton, son of 
H. J. Colton, dir. of advertising, merchandising and sales promotion 
of Blatz Brewing Co., Milwaukee. . . 

A three-day sales meeting of Alexander Film Co. officials in Colo- 
rado Springs wound up with a New Year’s Eve banquet and birth- 
day party in honor of J. Don Alexander, head of the company... . 
Ruby Anderson, promotion and publicity dir. of WIRE, Indianapolis, 
has been named Indiana state chairman for the Association of 
Women Broadcasters. . . 

Neil H. McElroy, v.p. in charge of advertising of Procter & 
Gamble, has been elected to the board of the Cincinnati Chamber of 
Commerce. . . And in St. Louis, John Whiteside of Loomis Adver- 
tising Co., has been elected to the C. of C.’s board for a two-year 
term. 


GOOD EATING—Proud of their marksmanship are Jack Smith and Tom Bresna- 

han of McCall Corp., New York, who shot this deer, (name of Elmer) while 

visiting Mr. Bresnahan's farm. This picture was taken in the butcher shop of 
the Waldorf-Astoria Hotel, New York. 


Arthur L. Theston, former v.p. of Clopay Corp., Cincinnati, has 
left all business interests behind him to enter Columbia U. Feb. 1 
to work for a degree in political science. When he gets it he will 
seek a teaching job in that field... 

Stuart Scheftel, publisher of Young America, has succeeded 
Winston H. Thornburg, advertising executive, as chairman of the 
newly reorganized National Draft Eisenhower for President League. 

. Linda Casazza, secretary to CBS press information director, 
George Crandall, has a new diamond ring on the fourth finger, left 
hand. The groom-to-be is Dr. Alfred A. Moran, associate professor 
of psychology, Rider College, Trenton, N. J... 

Enroute from Paris to New York is Faith Shipway, in charge of 
the Paris office of Norman D. Waters & Associates, New York. She 
is visiting New York for a plans conference with the agency and 
consultation with clients regarding fashion trends abroad. . . 

Lawrence W. Lowman, CBS vice-president and former chief of 
the communications branch, Office of Strategic Services, has been 
named an honorary commander of the military division of the 
Most Excellent. Order of the British Empire, in recognition of his 
inventive genius and organizing ability while working closely with 
certain British agencies during World War II... 

John Longacre Del Mar of O’Brien & Dorrance, New York, re- 
cently slipped an engagement ring on the finger of Jeanne Marie 
Wilkens of Greenwich, Conn... As did Robert Shaw Stafford of 
Summit, N. J., whose fiancee, Jean Timberlake, is a member of the 
publishing staff of Time-Life International. . . 

S. J. Alling, manager of the catalog service division of Mt- 
GraweHill Publishing, New York, is the proud father of a baby 
girl born last month. . . Janita Scott Sheppard of Conde Nast Pub- 
lications was engaged recently to Frank William Schulze of New 
Haven, Conn. .. And Mary Patricia Alicoate, vice-president and 
secretary of Film Daily, is wearing a new engagement ring give! 
to her by John Joseph Bergen Jr. of New York... 

Arthur Ochs Sulzberger, son of Arthur Hays Sulzberger, pub- 
lisher of the New York Times, was engaged last month to Barbara 
Winslow Grant of Purchase, N. Y. . . And Alfred J. Hoffman: 
Jr., of Batten, Barton, Durstine & Osborn, is the new fiancee 
of Mary Katherine Byrne of New Rochelle, N. Y. . . CBS Producer 
Bill Spier will be married in February to actress June Havoc. 

Dec. 31 was a happier day than even New Year’s Eve has a rig! 
to be for Fax Cone, Foote, Cone & Belding partner. On his des 
he found a pen and pencil set inscribed “to Fax on your fifth birth- 
day from all 371 of your associates.” The occasion was FC&B’ 
fifth birthday, and the 371 associates comprise the agency’s Chicag 
staff. .. 

The Certificate of Distinction has been awarded to Dave Thomp 
son, agricultural consultant for the Grocery Manufacturers © 
America, by Purdue Agricultural Alumni Association in recogni 
tion of his “service to agriculture generally and for his soun 
philosophy and record of leadership.” 

Ethel Sanders, secretary to Thomas J. Deegan Jr., director < 
public relations of the Chesapeake & Ohio Railway, won firs 
prize in a contest for the best one-sentence definition of a publi 
relations counselor. Her winning sentence—“A public relation 
counselor is an agent who educates his employer to the value © 
public opinion and who sells public opinion on the value of h) 
employer.” .. 

John William Haigis Jr., general manager of WHAI, Greenfielc 
Mass., is engaged to Eleanor Parsons of Bellerose, Queens, N. Y. . 
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Pacific Coast 
Furniture Maker 
Maps ‘48 Drive 


Tacoma, WasH.—A four-point 
promotion, keyed to its 60th anni- 
versary, has been adopted by F. S. 
Harmon Mfg. Company for 1948. 
The company produces living 
room, bedroom and dinette furn- 
iture and mattresses, and dis-} 
tributes in 26 states, extending 
east as far as Michigan. 

Dealer service, product identifi- 
cation, publicity and trade adver- 
tising comprise the four divisions 
of the campaign. 

An advertising mat service, in- 
troduced last fall, will be issued 
in a new edition this spring, pro- 
viding a complete line of promo- 
tion copy and cuts for large and 
small dealers. Primary emphasis 
is on producing successful selling 
copy for dealers rather than on 
building the manufacturer’s name. 
Supplementing the mat service 
will be a retail salesmen’s training 
program on construction features 
of the Harmon line. 


Consumer Price Tags 


Product identification calls for 
adoption of uniform consumer 
price tags carrying information on 
construction. 

Publicity, directed primarily to 
the trade, will feature the mat 
service, identification tags and the 
60th anniversary. 

Business paper advertising calls 
for the use of national publica- 
tions for the first time, but con- 
sumer advertising is not expected 
for at least another year. 

Howard J. Ryan & Son, Seattle, 
is the agency. 


KALE Appoints Brown 
Richard M. Brown, commercial 
sales manager, has been appointed 
general manager of KALE, the 
Oregon Journal station, Portland, 
succeeding the late C. S. Jackson. 
Tom Swafford, program director, 
has been named assistant general 
manager. Donald J. Sterling, man- 
aging editor of the Oregon Jour- | 
nal, succeeds Mr. Jackson as vice- | 
president of the station. | 


Four Appoint Griffith | 

Homer Griffith Company has | 
been appointed exclusive national | 
representative of stations KSGN, 
Sanger, Cal.; KUBA, Yuba City, 
Cal.; KVLH, Pauls Valley, Okla., | 
and WDHL, Bradenton, Fla. 


LooK (0 lip 


in the basic sources 


OF MARKET INFORMATION 


% Advertising Age's 
CONSUMER MARKET DATA BOOK 


% Industrial Marketing's 
INDUSTRIAL MARKET DATA BOOK 


TEXTILE BRAND BUILDING BEGINS IN THE TRADE 


DAILY NEWS 


DAILY BUSINESS NEWSPAPER OF 


HALF THE ACT 


When you attempt to build and keep alive a textile 
brand — in fabrics, domestics, men’s or boys’ wear — 
you're doing a half job if you depend upon consumer 
advertising alone. Telling the consumer about a brand 
he can’t find in his local store is more than useless — 
it's dangerous! 

Before you can think about consumer advertising, 
you must do a four-way trade job: (1) promote trade- 
wide distribution of your branded product; (2) make 
sure it reaches the retail store with its brand identifica- 
tion intact; (3) build a demand for your point-of-sale 
dealer helps; (4) educate the retail sales people who 
sell your product. 


RECORD 


IS MISSING! 


This four-way job can be done at one time through 
Daily News Record — the daily business newspaper of 
the textile, domestics, men’s and boys’ wear industries. 
For Daily News Record is read by key executives whose 
continued acceptance of your textile-apparel brand 
is essential to your success. 


Daily News Record, 7 East 12th St., New York 3 


THE TEXTILE, DOMESTICS, MEN’S AND BOYS’ WEAR INDUSTRIES 
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Plans Tree Campai i i 
lans Tree Campaign | Magazine Series 


‘Kent, O., through Meldrum & | 

_Fewsmith, Cleveland, has an- to Promote Reo 
/nounced its plans for a 1948 cam- | 

|paign, which will be primarily in-| Power Mowers 

| stitutional. LANSING, Micu.—Two-color ad- 


The ads will run in| 
| Fortune, Garden Chronicle, House vertisements in Better Homes & 
Gardens and The Saturday Eve- 


| Beautiful, House & Garden and/|§ 
|Time from January through De- 
‘cember, with the exception of 


| July and August. 
? 
. [ 


Complete line of artists’ materials 
Art Books 
Artists’ Rubber Cement 


Moulding Rubber 
S S RUBBER CEMENT CoO. 
314.N. Michigan Ave. Cen. 3373, Chicage 1 


JL 


launch what Reo Motors, Inc., 
confidently believes is the largest 
lad campaign ever devoted to 
power mowers. 


Who the HELL is 


“His Theory: not believing 


Who the HELL is 


“His Opinion: 


Too many ads are seen “Seeing is 


but - heard."’ pe poeple merely see in ake mg 7S yout peed eet use pages in the Post and half- 
y ads tho aring yc pssage? seei eir s ievi r . 
your ads without he @ your message oar wonmeets? ads or believing in ‘page copy in Better Homes & 


Houston 1s going 
; da exciting 


me 


Oo 
“The thing about sine t is its through : hich few cities ever 
\ly knocks your breath aoe able experience W Nevertheless, Hous 
rea belie x, less a 
hardly kno town un 
fabulous, 1850 it had 1s not 4 boom last 
ton 1S : that can 
h. - : ‘cizens- omething 
growt go citizen m is § n floc 
little more has I had eight po ears. Texans have = their 
Twenty years later it 1 i oul investing 
we 
times as 
many: 
in the ye 


SELL USTON The Chronicle! 


Houston, by far the South’s largest and richest market, continues to grow at an 
increasing rate—but its growth is sound. One single medium, The Houston 
Chronicle, reaches all corners and levels of this rich and growing market with rare 
efficiency. The Chronicle, for 35 consecutive years, has been first among Houston 
papers both in advertising and circulation. And the record shows that, month by 


month, The Chronicle is steadily increasing its impressive margin of leadership. 


The Houston Chronicle 


LARGEST CIRCULATION IN TEXAS 


= 
poe — 
Cee a-. i 
R. W. Mc CARTHY eas “> The Houston Market is sold 
National Advertising Manager FO ee B wh . is told 
: SEX Sm “PA en your story 
SS ; tt Na a = : , 
THE BRANHAM COMPANY N Js Ie AEE. ... in The Chronicle 
National Representatives NAS D> ~ a 
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3,2 


Advertising Age, January 12, 1948 


Gardens, continuing throughout 
the year. To help stimulate sales, 
special promotions will be devel- 
{oped for such occasions as Father’s 
Day and Christmas. 

| Opening ad in the series will 
stress the theme of the entire 
/campaign: “Mow with Reo—a 
name you know .. . the power 


ning Post, beginning in April, will mower that turns a job into a/| 
Trimalawn | 


joy.” Both Reo’s 
| power mower and Michigan Noise- 
‘less hand lawn mower will be 
‘featured. Future copy will point 


Reo’s lawn mower division will} out the benefits of Reo’s 24-inch | 
| snow plow attachment, which is 
| used to turn the mower into an 


efficient power snow remover. 

_ The Reo division will use an 
/extensive list of business papers 
to show dealers how they can 
step up power mower sales, and 
| will provide them with such aids 


as floor displays, window stream- | 


'ers, dealer identification 
|envelope stuffers, 
|lated selling plans. 
| William Hart Adler, Inc., Chi- 
|cago, was appointed last month 
to handle the national advertis- 
/ing campaign. 


| Gets Hardware Account 


| American Hardware Supply 
/Company, wholesale headquarters 
| for over 325 retail hardware stores 
| throughout western Pennsylvania, 
|Ohio, West Virginia and New 
York state, has named James A. 
Stewart Company, Carnegie, Pa., 
to direct the advertising for its 
members. Circulars, consumer 
catalogs, window banners, news- 
papers and package inserts will 
be used. 


Rejoins LeQuatte 

Earl C. Norris, formerly with 
Booz, Allen & Hamilton, manage- 
ment engineer, has rejoined H. B. 
LeQuatte, Inc., New York, adver- 
ae agency, which he left in 
1933. 


signs, 
mats and re- 


a 


| 
| 


COLUMBIA SHIFTS—Frank K. White, 
right, has been named to succeed Ec- 
ward Wallerstein, now board chairman, 
as president of Columbia Records. 
Mr. White has been treasurer of CBS 
since 1937. Both will continue as di- 
rectors of the Columbia network. 


White Leaves Buckley 


to Form Ad Agency 


Chas. A. White Jr. has resigned 
as executive vice-president of 
Earle A. Buckley Organization, 
| Philadelphia, to form his own ad- 
vertising agency, Chas. A. White 
Jr. & Co., in the Widener building, 
Philadelphia 7. 

Accounts of the White agency 
are: Bornot, Inc., cleaner; Robert 
Buist Company, seeds; Business 
Men’s_ Association of German- 
town; Chester Dairy Supply Com- 
/pany, dairy machinery; J. W. S. 
|Delavau Company, cough syrup; 
'D. Landreth Company, seeds; 
|Walter McCook & Son, Cliveden 
/knitting yarns; Mione Mfg. Com- 
/pany, hand soaps; Moore Push- 
|Pin Company, picture hangers 
‘and map tacks; Orange Cleaners, 
'and Paper Manufacturers Com- 
pany, gummed paper and paper 
rolls. 


| Offers Color Selector 


Howard Flint Ink Company, De- 
troit, has prepared a new Color 
| Selector, displaying 110 colors and 
| blacks. The colors are so arranged 
that all are visible for close com- 
parison and choice, with every 
color displayed in solids and grad- 
uated screens. 


Mr. Shoe Admaker.. 


Youve a lot to say to the Trade / 


Get yourself right down there on the 
retail level and give a hand to the 
He’s in a 
facing a keenly com- 


man on the fitting-stool. 
tough spot 
petitive situation which has many 


perplexing problems. He’s asking 


questions like mad... 


What's gonna happen tomorrow? 
How can I explain these prices? 
Which styles are moving fastest? 
Has your product new features 
worth talking about? Can't you 
give me a lift — with in-stock de- 
partments, promotion helps, mer- 
chandising ideas? Can't you help 
me sell? 


100 EAST 42nd STREET, NEW YORK 


You’ve had to answer questions |i! 
Study any issue of t! 
Recorder, and you'll see why retail 
are hanging on to it like a life-pr 
server in these troubled times. 8 


these before. 


they need specific information fr 
your products, your polici 
Give them what th: 


you 
your plans. 


need now — down-to-earth copy 


your Recorder advertising. 


Everybody in shoes ads 


BOOT and SHOE 
ecorder 
A Chilton U0) Publication 
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AaveTtising Age, 


Anti-Inflation 
Drive Launched 
by Nation's Banks 


New YorkK— The American 
Bankers Association will launch | 
an anti-inflation program this 
month, Joseph M. Dodge, ABA 
president, has announced, under | 
which 15,000 banks will stress the | 
importance of the wise use of. | 
credit. 

Mr. Dodge, president of the De- | 
troit Bank, Detroit, added that the | 
banks will assume community | 
leadership in arousing conscious- | 
ness of the growing inflation prob-_ 
lem and realization by lenders | 
and users of credit that loans) 
should be sought and made only | 
for production and acquisition of 
food and “such goods and services | 
as will add to the supply side of 
the supply and demand equation.” | 

“While the amount of bank | 
credit outstanding has increased 
steadily in recent months,” he ex- | 
plained, it is not out of line with | 
the banks’ deposit and capital | 
structure, nor with “volume of | 
production, high levels of wages, 
prices and costs now prevailing. 


Must Limit Loans 


“Nevertheless, we have an im- 
portant and fundamental obliga- 
tion to see that it does not get out 
of line.” 

The program will emphasize: 

1. That commodity and inven- 
tory loans designed to withhold 
essential goods from normal mar- 
ket channels in anticipation of 
price rises should not be made. 

2. That mortgage loans for non- 
essential or postpone-able build- 
ing should be discouraged. 

3. That loan priority should be | 
given borrowers who “can turn 
out the supplies and_ services 
needed at home and abroad now.” 

4. That efforts to sell Treasury 
savings bonds and other forms of 
savings to the public should be 
intensified. 


Uses Printed Material 


The plan will be promoted 
through printed material for use 
by participating banks, and acti- 
vated through meetings of bank- 
ers and business men throughout 
the country. 

ABA officials will hold meetings 
in a dozen cities, starting with Co- 
lumbus Jan. 23 and ending in 
New York Feb. 20. Other cities 
on the itinerary include Chicago, 
Kansas City, Denver, San Fran- 
cisco, Los Angeles, Dallas, New 
Orleans, Atlanta, Washington and 
Boston. 

ABA will arrange for speakers 
and will supply advertising and 
other material to banks to carry 
out the program in their own 
areas, 


anuary 


Carboloy Changes 
Marketing Setup 


K. R. Beardslee, vice-president 
In charge of sales, has been ap- 
bointed vice-president and mar- 
keiing manager of Carboloy Com- 
bany, Detroit, as part of the ex- 
pansion and streamlining of its 
Marketing organization. Under 
the new setup, all sales will be 
lirected by J. E. Weldy, formerly 
nanager of distributor sales, and 
ill merchandising activities by 
“. C. Howell, formerly advertis- 

manager. 

(r, M. Chandler, business serv- 
€:; manager, will handle market 
fsearch, budgeting and _=e sales 
rer, and J. M. Bertotti will 
1idle training activities. 


Lerkin to Colle 


\rthur Larkin, for the past six 
ye.rs on the advertising staff of 

ind Steel Company, Chicago, 

joined Alfred Colle Company, 
Maneapolis agency. 


Protex Plans Drive 'G-E Appoints Snyder 


Protex Products Company, New C. M. Snyder has been appointed 
York, manufacturer of plastics |manager of the New England sales 
and plastic films, will use maga- | division, lamp department, Gen- 
zines, newspapers and business eral Electric Company, with of- 
papers in this year’s advertising| fices in Boston. He succeeds C. C. 
campaign. Byrne, Harrington & | Walker, who has become commer- 
Roberts is the agency. cial vice-president. 


Bampton Leaves Lees Harrington Resigns 


James W. Bampton has resigned! Richard Harrington has re- 
as director of advertising and com-| signed as subscription sales man- 
mercial research of James Lees & ager of Esquire and Coronet, Chi- 
Sons Company, Bridgeport, Pa. cago, to become general manager 


|of the National Literary Associa-| motion manager of Esquire and 
tion, Terre Haute, Ind., subscrip- | Coronet, has been named to suc- 
tion agency, effective Jan. 16.| ceed Mr. Harrington as subscrip- 
Irving Silverman, newsstand pro- | | tion sales manager. 


gta ® 
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GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE, NEW 


Offers the advertiser more 
for his dollar than any other “ 
medium in its field. 


To sell 
anything 
men 
buy... 


Reach the 


an adve 


ads deliberately. 


*® That means ANYTHING from shirts to 


shave cream. 
. bus trips to bowling balls . . 


photo film, wire recorders, topcoats, lug- 


gage, sunglasses, hair tonic, lawn 


klers, 


. . moccasins to motor boats 
. Cigars, 


binoculars—a list without end. 


rtising gets more readers per 


thousand circulation in POPULAR MECHANICS 


because our readers—having the PRM. Mind—read 


sprin- 
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| Presents the Most 
Responsive Audience of 
en Available Today... 
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MOST of the important 


men in America are sports- 
men...and more of them 
read SPORTS AFIELD 
than any other sportsmen’s 


magazine. 


*A sportsman with an appreciation of the finer 
things of life—and the leisure and means to 
enjoy them. 


For instance, a recent survey shows that Spend- 
o-crats not only own 40% more automobiles, 
but actually drive them 36% farther. To sell 
automobiles...sell Spend-o-crats. 
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STOCK CUTS 


Complimentary 144-page 
Handbook of top illustra- 
nons to Printing and Adver- 
tising Executives. Write on 
business letterhead. 


STIVERS STUDIO 


113 New Montgomery St. 
San Francisco 5, California 


WCBS-TV Begins 
Charging for Time 


New York —CBS, which for- 
merly has charged only for the 
use of facilities at its New "York | 
station, WCBS-TV, has announced | 


“OUR GAL SUNDAY” 


Hooperating 
(Winter-Spring ‘47) 


14.3 


ASK JOHN BLAIR 
In Columbus It’s 


COVERS 
' CENTRAL ° 


HIO 


a new rate schedule incorporating 
air time charges ranging from $400 
for an hour telecast to $100 for a 
one-minute spot. 

Charges for film facilities will | 
range from $125 for an hour to 
$55 for 10 minutes. If the movie 
requires rehearsal time, there will 
be an additional charge of $100 
per hour. 

For remote pick-ups on WCBS- 
TV, advertisers must pay a stand- 
ard facilities charge of $700, 
which also takes care of the min- 
imum rehearsal time. 

This will be the first time| 
WCBS-TV has made time charges | 
to advertisers since it began carry- 
ing commercial shows in 1945. 


Buys Venezuela Site 


163,550 WBNS FAMILIES IN CENTRAL OHIO 


has purchased property in Cara- 


| 


|of a department store some time} 
|Promotion Association, annual) : 
‘convention, Hotel Carter, Cleve- | Sales promotion director of F. C. 
| land. 


|during 1948. The purchase is part 
|of the company’s Latin American 
expansion program which began 
in 1942 with the opening of a 
|store in Havana, Cuba. 


BECAUSE they must use certain materials 


that easily soil surroundings, many 


producers 


concede that they cannot keep their factories 
clean. Being in the electrotype business where 
cleanliness is admittedly difficult though not im- 
possible, we might succumb to this thought. 


But we are not in agreement, for 


we believe 


shops and offices should be a cheerful place in 
which to work. At P & A cleanliness is a “‘must’’, 


with all facilities to maintain it. D 
service and frequent plant decoration 
to this standard. 


aily porter 
contribute 


And the thought persists, that a business in- 


sistent upon factory cleanliness must 
fussy over the quality of its product. 


be equally 


PARTRIDGE & ANDERSON COMPANY 


ELECTROTYPERS «+ NICKELTYPERS « 


MATRIX MAKERS «¢ 


STEREOTYPERS 


TELEPHONE 


712 FEDERAL ST., CHICAGO 5, ILLINOIS 
: HARRISON 3732 


| paper Advertising Executives As- | Advertaing Association, 
sociation and Advertising Man- pretnygeows é 
Sears, Roebuck & Co., Chicago, |28¢rs Bureau, New York State | Hotel, Philadelphia. 


/cas, Venezuela, for the construction | all, Springfield, Mass. 


Advertising Age, January 


ee oom Sacramento, Cal. 

| June 13-16. Advertising Fe\- 
jeration of America, annual co) - 
vention, Hotel Netherland Plaz,, 
Cincinnati. 

| June 13-16. National Industri,)| 

Jan. 11-13. Advertising Associa- | Advertisers Association, annu.| 
tion of the West, midwinter con- |convention, Lord Baltimore Hot |, 
ference, Hotel Del Coronado, San | Baltimore. 

Diego, Cal. June 19-25. National Associ. - 

Jan. 11-14. Newspaper Adver-|tion of Display Industries, n. - 
tising Executives Association, an- | tional convention and displa y 
nual meeting, Edgewater Beach Show, Hotel New Yorker, New 
Hotel, Chicago. York. 

Jan. 17-18. National Advertis-| June 23-26. Newspaper Adve,- 
ing Agency Network, western re- | tising Executives Association, sum - 
gional convention, Jefferson Hotel, | Mer conference, Chateau Fron- 
St. Louis. |tenac, Quebec, Canada. 

March 7-9. New England News-| Sept. 29-Oct. 1. Direct Mai] 
annual 
Bellevue - Stratford 


Dailies, joint meeting, Hotel Kim- 


| 
| 
| 
| 


‘Names Fairchilds 


April 5-7. National Newspaper | 
Don R. Fairchilds, 


formerly 


_Russell Company, has been named 
’ : . |advertising manager of Weather- 
_April 7-9. American Associa-|heaq Company, Cleveland, manu- 
tion of Advertising Agencies, an- | facturer of valves, hose connec- 


‘nual meeting, Cavalier Hotel, Vir- | tions, tube fittings and allied prod- 
ginia Beach, Va. | ucts. 
April 20-22. American News- | 


|paper Publishers Association, — Smith Agency 


‘nual convention, New York. apres 
| April 27-28. National Associa-| Aubrey & Co., Louisville, pro- 


tion of Magazine Publishers, — | god er = — 
|magazine ‘forum, Waldorf-Astoria | ‘TY 7€€@, 28S Placec. its advertis- 
Hotel, Now York. ‘ing with W. J. Smith Company, 


2 a Ss | Louisville and Chicago agency. 
May 17. National Association of | Radio, direct mail and newspapers 
| Broadcasters, annual convention, 


will be used. 
|Biltmore Hotel, Los Angeles. 


May 21-22. International Affil-| 
\iation of Sales and Advertising | “Ub1, Promotes Byerly 
R r 


baryy annual convention, :Cleve of North and South Carolina sales 
land. ay of Station WBT, Charlotte, N. C., 

June 13-16. Advertising Asso- has been appointed general sales 
ciation of the West, annual con-| manager of the station. 


JGREAT INDUSTRIES w ma 
Growing GREENSBORO MARKET 
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CAMELS come to Greens- 


boro with the largest and most 
modern Re-Drying plant in the 
World—the first of its kind 
erected by the R. J. Reynolds 
Tobacco Co. in 8 years. Lo- 
cated in Greensboro because 
of superior highway and rail- 
road transportation facilities, 
the plant will handle over 70,- 
000,000 Ibs. of tobacco yearly 
valued in excess of $50,000,000 
. +» one of many huge indus- 
tries typifying the expansion 
and importance of the Grow- 
‘ing Greensboro Market. 


The balanced economy in 
sound industrial and agricul- 
tural activity of the Greens- 
boro Market is further indi- 
cated in the fact that $290,- 
642,000° or approximately one- 
fifth of North Carolina's Total 
Retail Sales of $1,569,256,- 
000* are concentrated in the 
12 County A. B. C. Retail 
Trading Zone. A growing mar- 
ket with a colossal sales op- 
portunity matched by only 
ONE other market in the TWO 
se Carolinas .. . and reached by 
| =o the News and Record with bet- 
moter than 64°/, coverage. 


"1947 Sales Management Figures 
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Aavertising Age, January 12, 1948 


sue, the printers foresee a year|to new quarters in its own five- George E. Mann & Co., Providence, 
of continued high volume because story building at 2011 Walnut St.| manufacturer of textile chemicals. 


« Fei. 9 Printers Expect 
A con - a . 
Pi, § Continued High 
dustr''1 ff Volume in 1948 
annu.] 
2 Hote |, 
Mssoci:,- business for their industry 
rt 1948, a survey made by Inland 
spla , printer indicates. 
r, New As reported in the December is- 
— of a continuing high level of in-| 
) ie. dustrial production, larger adver-| ..: 
tising appropriations, and more) 
t Mail use of direct mail and point-of- 
annual sale material. é 
‘tratford Clouds on the horizon, as seen 
by the printers, consist of higher 
costs resulting from wage in- 
creases, and competition from 
office duplicating machines and 
os other substitute printing processes. 
i A special problem noted by print- 
n named fg ers in cities such as New York 
N eather- and Chicago, where the wage rate 
|, Manu- is higher than the industry aver- 
connec- age, is the loss of publication work 
ed prod- to the plants in lower wage areas. 
Few of the respondents were 
very much concerned about the! 
icy possibility of a recession, since the 
lle, pro- printing industry historically 
nd poul- maintains volume for a year or 
advertis- | more after a recession starts. 
ee Security Rests on Price Line 
ncy. 
oapaden: Inland Printer summed up the 
major problems with a comment 
of Donald L. Boyd, president of 
] the Printing Industry of America, 
ry who said: “The future security 
manager of our industry—and by that I 
lina sales } mean employers and employes— 
ot Ryde on rests on our ability to hold a price 


line that will not put us ‘out of 
the market’ and will not cause 
wholesale desertions to other 
methods of reproduction and com- 
munication which are available at 
lower costs.” 

The outlook for printing equip- 
ment manufacturers, according to 
the publication, is excellent. Sev- 
eral manufacturers reported that, 
in spite of fully reconverted and 
expanded production, orders for 
new equipment continue to pour 
in, and one says that the backlog 
of orders is even higher than it 
was a year ago. 

“a Most of the equipment makers 
ve expect to step up production of 

i their improved models brought 
out since the war, but several said 
they probably will introduce new 
models this year. Information ob- 
tained from the survey indicates 
that production this year will be 
double the prewar rate. Like the 
printers, the manufacturers are 
most concerned with rising costs. 


ry 


‘Home Furnishings’ 
Hits 372-Page Mark 


_ Fairchild Publications’ Retail- 
Fairchild’s Women’s Wear’s rec- 
ord. A special market edition of 
Retailing Home Furnishings on 
Jan. 5 carried 372 pages, includ- 
ing nearly 280,000 lines of adver- 
using. This topped the previous 
Fairchild record set by Women’s 
Wear Daily on Nov. 25, 1947, with 
a 312-page paper. 

More than 50 tons of newsprint 
were consumed in the running of 
the special edition of Retailing 
Home Furnishings, copies. of 
vhich were sent to Chicago, 
Grand Rapids and Pittsburgh. 


Launches Dealer Drive 


_ Davis Motor Car Company, Van 
Nuys, Cal., has launched a cam- 
ign to recruit dealers for the 
lew Davis, a three-wheel deluxe 
tomobile. Initial ads have been 
laced in Trail-R-News and will 
hortly appear in newspapers 
‘thoughout the country. 


Names Hargest Editor 


William J. Hargest, formerly as- 

‘late editor of American Ma- 
chinist and editor of Machinist in 
London, has been named editor 

American Exporter Industrial, 
New York. 


ing Home Furnishings has bested | 


Hoyt Boosts Dingwall 
Robert H. Dingwall, 
space buyer, has been appointed | 


i Feigenbaum Moves 


assistant 


handle 


Appoints Millstein 
Ezra Millstein, formerly an ac- 
count executive of Ben Sackheim, 
assistant to the chairman of the Inc., New York, has been appointed 
board of Charles W. Hoyt Com- | copy chief of Hugo Scheibner, Inc., 
_pany, New York. Douglas Humm Los Angeles and San Francisco, 
Cuicaco—Printers in 36 cities) has been named to succeed Mr. fashion agency. 
across the country predict good | | Dingwall as assistant space buyer. 


| Mann Appoints Louttit 


| T. Robley Louttit, Inc., 
Harry Feigenbaum Advertising | dence, R. 


| I., has been appointed 
Agency, Philadelphia, has moved | to 


John F. Gorski, 


Corporation, 


Inc. 
Provi- 


advertising of 


elected president 


Daystrom Names Gorski 


formerly with | 
Booz, Allen & Hamilton, has been | 
appointed sales promotion and ad- 
vertising manager of Daystrom | 
Olean and Friend-| 
ship, N. Y., maker of chrome fur- | 
niture and an associate of ATF, 


Elects Garlough 


Jay P. Garlough, vice-president | 


and account ,executive, has been’ ONE MADISON AVE. + NEW YORK 10, N.Y. 
and general | 


| manager 


|}succeeding the 


| Campbell. 


of Campbell - Sanford 
| Advertising Company, Cleveland, 
late Glenn H. 


The HOSIERY industry 


RETAILERS * JOBBERS * MANUFACTURERS 


M There is only one publication 
Mm covering this industry exclusively 


| 


KNIT GOODS WEEKLY 


¢ FINE Couted Piper NEEDS NO OTHER NAME 


BY Ry 
hy 2 , 
a Coated Paper has always provided the best printing surface available ‘oe 
a for realistic reproduction of fine half-tones. By “streamlining” ,’ 
ei ° 4 : ep 
ag manufacture, Consolidated achieved a superior coated paper and also a 
a reduced costs. This finer product... sold at uncoated paper prices... ie 
‘y . > ea 
Bi) remains fine coated paper and needs no other name. a 
ay a\ 4 Pi t 
at SER Manufactured in weights down to 45 pounds, one of the Consolidated gp 
oe REG. U.S. PAT. OFF. E- RA : 
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Consolidated vorro sas 


PRODUCTION GLOSS ...MODERN GLOSS 


Distributed by 


AKRON, Ohio 
The Alling & Cory Co, 
The Central Ohio Paper Co. 
The Union Paper & Twine Co. 
ALBANY, New York 
- W.H, Smith Paper Corporation 
ATLANTA, Georgia 
The Whitaker Paper Co. 
BALTIMORE, Maryland 
The Mudge Paper Co. 
The Whitaker Paper Co. 
BUFFALO, New York 
The Alling & Cory Co. 
Franklin-Cowan Paper Co. 
CHARLOTTE, North Carolina 
Caskie Paper Co., Inc. 
CHICAGO, Illinois 
Bermingham & Prosser Co. 
J. W. Butler Paper Co. 
Bradner Smith & Co. 
The Whitaker Paper Co. 
CINCINNATI, Ohio 
The Diem & Wing Paper Co. 
The Whitaker Paper Co. 
CLEVELAND, Ohio 
The Alling & Cory Co. 
The Central Ohio Paper Co. 
The Union Paper & Twine Co. 
COLUMBUS, Ohio 
The Centra Ohio Paper Co. 
DALLAS, Texas 
Southwestern Paper Co. 
DAYTON, Ohio 
The Central Ohio Paper Co. 
DENVER, Colorado 
Butler Paper Co. 
DES MOINES, lowa 
Pratt Paper Co. 
Western Newspaper Urion 
DETROIT, Michigan 
Butler Paper Co. 
Union Paper & Twine Co. 
FARGO, North Dakota 
Western Newspaper Union 
FORT WAYNE, Indiana 
Butler Paper Co., Inc. 


FORT WORTH, Texas 
Southwestern Paper Co. 
GRAND RAPIDS, Michigan 
Central Michigan Paper Co. 
HOUSTON, Texas 
Southwestern Paper Co. 
INDIANAPOLIS, Indiana 
Century Paper Co. 
KALAMAZOO, Michigan 
Bermingham & Prosser Co. 
KANSAS CITY, Missouri 
Bermingham & Prosser Co. 
Butler Paper Co. 
LINCOLN, Nebraska 
Western Newspaper Union 
LITTLE ROCK, Arkansas 
Western Newspaper Union 
LONG BEACH, California 
Sierra Paper Co. 
LOS ANGELES, California 
Carpenter Paper Co. 
Sierra Paper Co. 
LYNCHBURG, Virginia 
Caskie Paper Co., Inc. 
MEMPHIS, Tennessee 
Graham Paper Co. 
MILWAUKEE, Wisconsin 
Oshkosh Paper Co. 
Standard Paper Co. 
MINNEAPOLIS, Minnesota 
Butler Paper Co. 
Newhouse Paper Co. 
The Paper Supply Co., Inc. 
NEW ORLEANS, Louisiana 
Graham Paper Co. 
NEW YORK, New York 
Henry Lindenmeyr & Sons 
Majestic Paper Corp. 
Marquardt & Co., Inc. 
The Whitaker Paper Co, 
OAKLAND, California 
Pacific Coast Paper Co. 
OKLAHOMA CITY, Oklahoma 
Graham Paper Co. 
Western Newspaper Union 
OMAHA, Nebraska 
Western Paper Co. 


OSHKOSH, Wisconsin 
Oshkosh Paper Co, 
PHILADELPHIA, Pennsylvania 
Quaker City Paper Co, 
Wilcox-Walter-Furlong Co, 
PHOENIX, Arizona 
Graham Paper Co. 
PITTSBURGH, Pennsylvania 
The Alling & Cory Co. 
The Whitaker Paper Co, 
PORTLAND, Oregon 
Blake, Moffitt & Towne 
ROCHESTER, New York 
The Alling & Cory Co. 
ST. LOUIS, Missouri 
Butler Paper Co. 
Graham Paper Co. 
ST. PAUL, Minnesota 
Anchor Paper Co. 
Newhouse Paper Co. 
SACRAMENTO, California 
Pacific Coast Paper Co. 
SALT LAKE CITY, Utah 
Western Newspaper Union 
SAN DIEGO, California 
Sierra Paper Co. 
SAN FRANCISCO, California 
Carpenter Paper Co. 
Pacific Coast Paper Co. 
SEATTLE, Washington 
Carter, Rice & Co., Corp. 
West Coast Paper Co. 
SIOUX CITY, lowa 
Western Newspaper Union 
TERRE HAUTE, Indiana 
Mid-States Paper Co., Inc, 
TOLEDO, Ohio 
The Central Ohio Paper Co. 
Paper Merchants, Incorporated 
TULSA, Oklahoma 
Beene Paper Co. 
WASHINGTON, District of Columbia 
R. P. Andrews Paper Co. 
The Mudge Paper Co. 
WICHITA, Kansas 
Graham Paper Co, 
YORK, Pennsylvania 
The Mudge Paper Co. 
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CONSOLIDATED WATER POWER ‘& PAPER COMPANY 


MAIN OFFICES 


WISCONSIN RAPIDS, WISCONSIN 


five Modern Mills 


SALES OFFICES 


135 $0. LASALLE ST., CHICAGO 3 
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gets them 


REPLY-O PRODUCTS CO. 


50 WEST 22nd St., NEW YORK 11 


Art Directors 
Launch New 
Lecture Series 


New York—The second annual 
series of eight lectures sponsored 
by the Art Directors Club of New 
York, which began Jan. 7, is fea- 
turing a session on the role of 
television in advertising. The lec- 
tures are held on successive 
Wednesdays at 7:45 p.m. at 20 W. 
40th St. 

The first session concentrated 
on “Layout,” led by M. F. Agha, 
consulting art director and de- 
signer, and Elwood Whitney, vice- 
president and senior art director 
of Foote, Cone & Belding. Other 


TOP STATION ~ 
*BOTH in Vancouver 
~ and *WEW WESTMINSTER 


divisions and their chairmen are: 
Jan. 14—~Advertising Illustration, 
J. H. Tinker, McCann-Erickson; 
Jan. 21—Editorial Illustration, 
Budd Hemmick, art director, 
Good Housekeeping; Jan. 28— 
Photographic Illustration, Fenton 
Powers, J. Walter Thompson 
Company; Feb. 4-—- Illustrations 
and Readership, Fred Sergenian, 
Young & Rubicam; Feb. 11—In- 
dustrial Design, Ben Nash, con- 
sultant; Feb. 18—Outdoor Adver- 
tising, Paul Smith, D’Arcy Adver- 
tising Company and president of 
the Art Directors Club, and Feb. 
25—Television, William Strosahl, 
William Esty & Co. 


Cory Names Langenfeld 


E. A. Langenfeld, who formerly 
directed the Essaness Theater 
chain in Chicago and western 
suburbs, has been named to head 
the new product demonstration 
program of Cory Corporation, 
Chicago, manufacturer of Cory 
glass coffee brewers and Fresh’nd- 


Aire electric air circulators and 
humidifiers. 


The IME. Advertising Wz No8 


HOW DO YOU RATE AS AN ADVERTISING EXPERT? 


HERE’S A WAY TO TEST YOUR KNOWLEDGE. 


(Answers below, upside down) 


The Hewitt-Robins Corp., leading makers of materials handling 
, equipment, advertises in TIME for three of these reasons: 


A. To reach important industrial purchasing agents, who as 
a group vote TIME their first-choice magazine. 

B. To reach the 76,500 engineers, architects and construc- 
tion men among the 1,005,000 TIME readers in business. [] 
©. Te publicize (among the 627,000 TIME-reading business- 
men who have a voice in company purchases) Hewitt-Robins’ 
ways of solving many tough materials-handling problems. C] 
D. To sell TIME-reading owners of ice-locked ice trays their 
Robins Car Shakeout—which can empty the frozen contents 
of a hopper freight car in as little as 90 seconds. 

E. Tosell shock-absorbing Hewitt-Robins’ belting to TIME’s 
1,800,000 men readers, who in normal times outbuy the aver- 
age American male by four to one in pants. 


1? 


American Car and Foundry Company’s campaign in TIME is 
. aimed at three of the five following groups: 


A. The 652,000 TIME-reading men who shave electrically 
—to spread word of their new ‘“‘a.c.” sleeping car electric 


outlets. 


B. 85,000 TIME-readers in municipal, state, and federal 


governments. 


C. TIME-reading, rod-riding hoboes. C] 


D. 88,500 TIME-reading men in transportation and public 
utilities, plus many more thousands in shipping and dis- 


tribution. 


E. The “First Citizens’ of leading American cities from 
coast to coast, border to border (including a.c.f.’s own 9 plant 
cities), most of whom read TIME regularly. 


r The Minneapolis Star and Tribune advertises in TIME for 
three of the following reasons: 


A. To acquaint TIME’s 1,005,000 businessmen readers with 
the industrial advantages of the state of Minnesota. 

B. To teach TIME’s 547,000 sportsmen how to conduct their 
business from duck blinds or fishing boats. 

C. To give actual examples of “What Makes a Newspaper 
Great” to leading advertisers and manufacturers. (TIME is 
read by 57% of the sales and advertising managers listed 


in McKittrick’s.) 


a To register with 3,000,000 influential Americans the 
neighborly relationship between the Minneapolis Star and Tri- 
bune’s staff writers and the people of the Upper Mid-west. (] 
E. To establish Minneapolis as the 14th largest city in the 
world beginning with “M.”’ (Can you name the other 13?) C] 


You can do one thing with your advertising in many magazines. But you can do many 


—— things with your advertising in one magazine—because that one magazine has a —— 
primary audience of more than 3,000,000 people who are many things to any advertiser. 


Theres ALWAYS an EXTRA 
REASON for Advertising in 
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winding up. 


Although Lucky Strike is still 
leading the cigaret sales parade, 
and its sister brand Pall Mall is 
reported to be doing nicely, 
American Tobacco Company 
probably still has a year or so to 
go before it hits the $1 billion an- 
nual sales mark. 

In 1946 some $764,200,000 of 
smokables were “sold American,” 
as against $557,500,000 in 1945. 
Had American maintained this 
rate of increase, its volume in 
1947 would have been about 
$971,000,000. 

The company won’t indicate its 
volume in 1947. Tobacco sources 
point out, however, that in the 
first half of the year—when cig- 
aret production generally was up 
about 20% —American’s volume 
just passed the $400,000,000 mark. 
Currently the industry’s rate of 
increase has slackened. 

Sales of R. J. Reynolds Tobacco 
(Camel) rose from $431,000,000 in 
1945 to $613,100,000 in 1946. In 
the same period, sales of Liggett & 
Myers (Chesterfield) rose from 
$399,200,000 to $464,500,000. 

* ok * 


Radio researcher C. E. Hooper 
has hinted that he may expand 
his activities to include “relevant 
and pertinent” measurements of 
the advertising effectiveness of 
cther media than radio. He says 
his organization has had requests 
for such service from advertisers, 
agencies and publishers. 

ca * * 

No. 1 brewer in the country in 
1947 was Schlitz, whose total sales 
exceeded 4,000,000 barrels—a 
mark which none of the other 
“big four’ (Pabst, Anheuser- 
Busch and Ballantine) was able 
to reach. With sales limited only 
by production, whichever gets the 
breaks on ability to produce has 
been a cinch to be sales leader 
during the past few years. 

~* * 

The advertising campaign of 
the National Council of the Pro- 
testant Episcopal Church, origi- 
nally supposed to get under way 
this month, probably won’t even 
reach the planning stage until 
some time in February. It was 
originally described as a $2,000,- 
000 campaign, but the budget de- 
pends on a collection drive now 
Funds may reach 


the $1,000,000 mark, it is 
now. 


Said 
* * & 


A number of key staff members 
of Erwin, Wasey & Co. at Seattle. 
Chicago and New York are being 
moved to Los Angeles to set up 
one of the largest agency offices 
in the area, Howard D. Williams, 
president, admits. 

The concentration at Los An- 
geles comes at the same time that 
Carnation Company, Milwaukee, 
and its subsidiary, Albers Milling 
Company, Seattle, are moving ad- 
ministrative offices there (AA, 
Dec. 29). Carnation and Albers 
are Erwin, Wasey accounts, but 
it is apparent that the agency is 
preparing to handle other sub- 
stantial business, too, at the 
greatly expanded Los Angeles of- 
fice. 

oo * 

P&G may have been overlook- 
ing an important market, if rumors 
circulating in the medical field are 
correct. The story goes that pa- 
tients with stomach ulcers have 
found that by filling gelatin cap- 
sules with Dreft, and taking them 
at the rate of three a day the 
first week, two a day the second 
week and one a day the third 
week, they have been able to heal 
the ulcerated areas completely. 
Dreft is a detergent, and its pri- 
mary value consists of coating the 
lining of the stomach ‘so that 
nature has a chance to perform the 
healing process. 


Penick & Ford to Launch 
New My-T-Fine Pudding 

Penick & Ford Ltd., New York, 
will introduce a new My-T-Fine 
tapioca pudding to consumers 
early this year through news- 
papers and radio in New York and 
New England. The company wil! 
use spot announcements and par- 
ticipations on the Arthur Godfrey 
program on WCBS, New York, 
now plugging other My-T-Fine 
products, to push the new pudding. 

Batten, Barton, Durstine & Os- 
born is the agency. 


KECA-FM Aired 
KECA-FM, a new ABC FM sita- 
tion in Los Angeles, began opera- 
tions Dec. 29 on a frequency of 
95.5 megacycles. The station will 
operate seven days a week from 


'3 p.m. to 9 p:m., PST. 
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Marketing Service 
to Push Sales of 
‘Growers Choice’ 


SEATTLE—Formation of a new 
marketing organization, to pro- 
yide national distribution for a 
group of western food packers 
selling under a common label, was 
announced last week by Harry M. 
Daum, formerly vice-president in 
charge of frozen foods for the 
Bridgford Company, San Diego, 
Cal. 

The label “Growers’ Choice” 
will be used, and national adver- 
tising is planned beginning with 
the new pack this year. 

Marketing Service, Inc., the or- 
ganization which Daum heads as 
president and general manager, 
signed its first contract with the 
Farmers Cooperative Union, Puy- 
allup, Wash., a major producer 
of frozen fruits and berries. 


Will Add Others - 


This will be supplemented, Mr. 
Daum said, with contracts for 
vegetables and additional fruits 
and berries and ultimately poul- 
try. The producing group will in- 
clude plants from the Pacific 
Northwest to Texas, and under 
the contract with packers, Mar- 
keting Service takes over the full 
marketing and merchandising re- 
sponsibilities of the packer. 

Marketing Service will use the 
trade character, “Si’—a hayseed 
farmer with a shrewd eye and 
sage comments—to help build 
package identity and in advertis- 
ing with the line, “Si sez.” 

Pearson & Morgan is the agency. 


Chains Hit Peak 
in 1947 Store 
Modernization 


New York—The nation’s chain 
stores spent $386,500,000 for store 
construction and remodeling in 
1947, breaking the previous rec- 
ord set in 1941, according to a 
survey by Chain Store Age. 

The ’47 figure is 2.88 times 
greater than the amount spent in 
1941, $133,860,000. 

The estimate is based on reports 
from 365 chains operating 29,037 
stores throughout the country, or 
more than 23% of all chain stores 
in operation. The current tabula- 
tion marks the resumption of a 
survey continued for nine prewar 
years by the publication. 

Of the total, variety-department 
stores accounted for the largest 
segment, with a 1947 expenditure 
of $149,900,000, compared with 
$146,600,000 in °41. Other amounts 
invested last year, most of them 
greatly expanded from 1941, in- 
cluded: Grocery, $60,000,000; ap- 
parel, $51,050,000 (compared with 
$11,025,000); drug, $25,750,000; 
restaurant, $17,250,000; shoe, $14,- 
400,000 (compared with $3,390,- 
000); auto accessories and hard- 
ware, $32,400,000, and other chains, 
$35,750,000. 


British Ceramics Plans 

48 Ad Schedule 

British Ceramics & Crystal 
(Canada) Ltd. has announced an 
increased advertising schedule for 
1948, featuring Shelley English fine 
bone china and Royal Brierley 
English crystal. A 15-minute pack- 
age show, entitled “Music Hall of 
Fame,” has been scheduled for 
Sunday afternoon broadcast in 
Vaneouver, Winnipeg, Windsor, 
Toronto, Niagara Falls, Ottawa 
and Montreal. ; 

In addition, ads will appear in 
Bride’s Book, Canadian Homes & 
Gurdens, Canadian Home Journal, 
Cvatelaine and Mayfair. Trade 
Publication promotion will appear 
lr Gift Buyer and Trader & Cana- 
dian Jeweler, supplemented by di- 
rect mail. F. H. Hayhurst Com- 
Dany, Toronto, handles the ac- 


Promotes Tuffy Line 


Brockway Glass Company, 
Brockway, Pa., has scheduled a 
magazine drive, starting with Feb- 
ruary issues, to push its Tuffy 
products. Direct mail and busi- 
ness papers also will be used. Al- 


bert Woodley Company, New 
York, is the agency. 

WPYJB Names Koster 

H. William Koster, formerly 


manager of Station WAAB, Wor- 
cester, Mass., has been appointed 


manager of WPJB, new FM sta- 
tion of the Providence Journal 
Company. A construction permit 
for the Providence station was au- 
thorized Nov. 5. 


Appoints Burdick 

William Burdick has been ap- 
pointed director of the depart- 
ment of marketing and sales of 
the Sales Executives Club of the 
Rochester, N. Y., Chamber of 
Commerce. He was formerly 
Chamber of Commerce sales club 
coordinator. 


Sullivan Names Flynn 


John P. Flynn has been named 
advertising manager of the To- 
bacco Leaf, succeeding V. J. Man- 
ning. Mr. Flynn joined the Sul- 
livan Business Publications, New 
York, in September. 


Join Brady-Parkinson 
Martin Smith, formerly with 
Kane Advertising Agency, Bloom- 
ington, Ill., has joined the art staff 
of Brady-Parkinson Company, 
Stevens Point, Wis. R. Wayne 


Freitag, formerly assistant adver- 
tising manager in charge of retail 
advertising of Nunn-Bush Shoe 
Company, has joined the agency’s 
copy department. 


FOR YOUR CONVENTIONS & SALES 
MEETINGS IDENTIFY YOUR MEMBERS 
WITH NECK-TIES— 
SHOWING YOUR DESIGN 


Your design silk screened on proud-to-be-worn 
ties. Complete service. 
Send rough sketch of your design and quantity 
desired for_ quotation. 

THE ESGEY COMPANY 


120 S. La Salle Street 


Chicago 
Dearborn 6274 


count. 


LOS ANGELES — 
PROBED BY — 


"Twas on Friday, November 7, that Frank C. Binswanger, 
vice-president of the Philadelphia Chamber of Commerce, 
descended upon the City of the Angels reportedly to establish 
that the Philadelphia—and not the Los Angeles 
area—is the third largest and richest market in the nation. 


But there was no disputing the freshly released 
U. S. Bureau of the Census 1947 Current Population reports, 
to wit: the Los Angeles Metropolitan district with a 
population of 3,916,875—and the Philadelphia Metropolitan District 
with 3,372,690. Latest retail sales figures likewise reaffirmed 
the lead of the Los Angeles district. Be that as it may, Philadelphia 


Repetitious but true—to effectively reach America’s 
THIRD LARGEST AND RICHEST MARKET, use the Herald-Express, 
year after year the West’s favorite evening daily. 


is a fine metropolis and Mr. Binswanger is a fine gentleman. 


““*"sERALD-EXPRESS 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, 


INC. 
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Spots or Programs? 
Stanback Thinking Told 


To the Editor: In your issue of 
Nov. 8 you said (in reporting Stan- 
back’s new radio program): 

“REDUCED IMPACT 
OF SPOTS CAUSES 
STANBACK CHANGE” 

“The reasoning behind Stan- 
back Company’s addition of a 
$1,000,000 radio show, after 17 
years of using spot announce- 
ments, should give many an ad- 
vertiser and agency man some- 
thing to think about’’* 

*(our italics). 

Now I realize that this item had 
no bearing on the ensuing article 
by yourself about Schwimmer & 
Scott’s spot announcement success 
and philosophy (Dec. 15). But since 
the articles appeared in successive 
issues, and since some of Schwim- 
mer & Scott’s beliefs and conclu- 
sions might appear to refute my 


This department is a reader’s forum. Letters are welcome. 


own, I feel entitled to voice some 
good-natured opposition. 

First, let me say I have a sin- 
cere respect for the advertising 
genius of Messrs. S. & S. Also, I 
am in complete agreement with 
their faith in spot announcements 
and with many of their funda- 
mental ideas about spot technique. 
However, as geniuses often do, I 
believe they have given the label 
of positive fact to several conclu- 
sions which actually are only 
theories limited by their particular 
experiences with certain types of 
products and in certain competi- 
tive situations. Also, I believe they 
made a very positive statement 


said that a 50% increase (or more) 
in AM stations “for all practical 
purposes . .. is not a factor in 


| practically a fatal mistake.” Those 
about a disputable point when they 


| 


lars.”” I believe it might prove very | 
harmful to some advertisers con- 
sidering radio for the first time if 
these positive statements were ac- | 
cepted as “basic facts.” 

First of all, what do they mean 
by a “spot”? A chain break or one- 
minute? Certainly the technique 
would not be exactly the same. 
Nor do I believe S. & S. would 
recommend using “only one” one- 
minute spot. Yet to many people 
a “spot” means a one-minute an- 
nouncement. 

This leads to the next point. 
S.& S. say: “Never use more than 
one (spot); to use two or three is 


are strong words! Consider the 
experience of our client Stanback. 
They have used spot announce- 
ments almost exclusively for 17 
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increased ... in at least 10 years 
by 25% or more. Chart below 
shows sales gains since 1940... 
almost tripled (index from 100 to 
288) ... and this after ten years 
of 15% to 29% increases. Curiously 
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enough, T. M. Stanback’s idea has 


able to the power of the medium. 
For instance, how many cookie 
bakers were using radio (in «ny 
form) when Salerno walked in 
and took over leadership? And 
how many cigars, even today, «re, 
like La Palina, extensively adver- 
tised over the air? And until Rex- 
all climbed into radio with both 
feet in recent years what diug 
chains were persistent, aggressive 
radio advertisers, as Walgreen has 
been via S. & S.?... 

Stanback headache powders il- 
lustrate the point. They are com- 
petitors of Bayer’s aspirin, Bromo- 
Seltzer, Alka-Seltzer, Anacin, St. 
Joseph’s aspirin. These competi- 
tors are and have been for many 
years among the very biggest 
users of radio advertising in Amer- 
ica. Stanback is a powder. Estab- 
lished demand has been for tablets 
and effervescents. Using the same 
medium, Stanback has had to sell 


been to make every announcement 
different. Some of advertising’s | 
best minds have said 


“situation | 
advertising” is the most powerful | 


a different form of product that is 


lused in a different way against 


competitors with established pub- 
lic acceptance and vastly superior 


the investment of advertising dol- | years. Every single year sales have 


Toothpaste smiles outnumber 
om Aspirin blues at Grocers’ cash drawer 


F ROM the first quarterly report of the Okla- 
homa City Consumer Panel we learn that the 
leading selling toothpaste in Oklahoma City gets 
44% of its volume through grocery stores and 
only 33.5% through drug outlets . . . and 86.6% of 
Oklahoma City grocers stock dentifrices! 


But while the Oklahoma City housewife grabs 
huge quantities of various drug items from the 
grocer’s shelves, as she lines up before the cash 


register even current prices fail to cause her to 
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or Bulk 


SAA 


Place of 
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reach for the aspirin, for 70.5% of her purchases 
of headache remedies are made in drug stores. This 
is not because aspirin isn’t available, either, for 
91.4% of all Oklahoma City grocers carry from 
one to six drug items and headache remedies are 
one of the six. 


Interesting, yes, but only.a minute part of the 
factual and current information included in this 
continuing basic data, issued quarterly, on the day- 
to-day purchases of 40 selected grocery and drug 


classifications in Greater Oklahoma City. 


Drs. Raymond Franzen and Paul Edwards 
planned and set up the sampling procedure and 
act as consultants. Audience Surveys, Inc., conducts 
the study. A dozen top-ranking research specialists 


in the agency and advertising field approve. 


If you are planning your sales program without 
the aid of this sensitive barometer of consumer 
buying and customer thinking, you will profit by 
getting the section of the Oklahoma City Con- 
sumer Panel regular report that relates to your 


product classification. No obligation, of course. 
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| . i 1 th i ‘e- 
form of selling. Stanback an- funds. Certainly their announce 


: |ment technique, differing in many 
nouncements have _ dramatized | que, 8 ‘ 


: z |ways from that described in the 
scores of human situations apply-/s 4 g. article, has as much (or 
ing %0 use of the product. How- | more) claim to being basically 
ever, they have held to a single | correct. It was for Stanback. For 
theme and repeated the same basic | (thers it might be a failure. It is 
sales points in each announcement | in my opinion, a mistake for ies 
ofthe campaign. This case will avertiser or any agency 10 ofl 
gerous to apply S. & S. theories |20Y one strategy or any single 


. ; | technique as the one best way to 
(successful as they have been | sdvertise all products . . even 


To tae for | hroducts in the same general class. 
. 
mar well be thet & 6 &. in-| This brings up a question. Why 


hei , ‘have we advised Stanback to 
tended their comments to aPP'Y | switch from spot announcements 


only to a product having “a rapid |after 17 years of successful re- 
turnover and (which) is largely | suits? The study and reasoning 
a -— Page hay Pye | behind this decision are what lead 
anes — id ninccrmiiaeg Pre © ew. |me to disagree emphatically with 
ing sum. However, their next \ wr. Schwimmer’s statement that 
statement, “We believe anything | «yoy might as well forget about 


that sells under a dollar is a cinch | television, FM and the extra AM 
|for a good spot campaign” leads 


| stations They are not a factor in 
' the reader to believe they advise the ease. A of advertising dol- 
'the same basic strategy and tech= | jars they definitely are not 


nique for all products. It also | important now.” How can he rec- 
might imply that they believe spot| (ncile this statement with facts 
announcements are the best radio | like these: 
|buy for all products selling at | Dec 1947. 1451 AM stations 
under $1, regardless of type and|j,,’ 1944. 897 AM stations 


. ti f titi 897 
nal the competitive | Increase . 554 AM stations (61%) 
Our idea is that the type of| Not only has the number of 


product and its competitive situa- | radio stations been increased, ean 
tion largely determine the type | also the power. Scores of stations 
of radio advertising to be used. |@ve been “up-graded.” Note also 
Impulse products in the “small | the tremendous increase in “Local 
|change” class usually are staple Coverage stations (250 to 1,000 
‘items selling at an equal price. | watts) Rte reflecting added outlets 
There is an established demand for | ™@ny cities and new outlets for 
that kind of product. The main cane. apap eater” non-radio towns. 
job of advertising is creating brand | paregoe ot the effect on radio listen- 
preference, to make consumers so|'ne * fae - 
eternally conscious of the name ew 250-watt Mutual stations 
and one or two product features | 2Te bringing to millions of people 
that they will ask for yours. Then \for the first time programs and 
the product sells itself. Such prod- | personalities of high audience- 
iucts are “made” for the reminder |@rawing power (Fulton Lewis, 
technique of chain break an- Gabriel Heatter, 20 Questions, 
/nouncements. And I consider rai Ses the Girls) . . . and aly 
|S. & S.’s “Mama, I want a Salerno ports Classics. Likewise the ie 
| butter cookie” one of the five all- network is getting more stations. 
ltime bests. increasing power of existing sta- 
But supposing there is no estab- | ae and attracting top-draw ye 
‘lished demand for your kind of | ‘lent to augment its morning su- 
‘product or that it differs in form, |Petority (Bing Crosby, Abbot! 
use, price or public acceptance and Costello, breakfast programs). 
| ’ | ; and 
‘from other products in its general | Through power increases NBC ae 
‘class? Is the chain break réminder | CBS are reaching out rps ape 
 toahndane the best radio adver- | Coverage of previous eeeens 
listening” areas. And the ince- 
One good example is Toni Home | Pendents have forcefully demo» 
| Permanent Waves. Toni had to strated 00 audience pull of mus'¢, 
‘sell women a new idea, had to tom ocal events and — 
change existing beliefs and habits. |#0W Can any ad man say (ac 
I don’t believe chain break an- | ™ean it) that these changes - 
|nouncements could have ever put not ‘a factor in the investment 
‘Toni across. And starting with |®4vertising dollars”? 
‘the same amount of money I be- Clearly the available audience ‘5 
lieve it would have taken many being “split up” —— << 
years of one-minute announce- |: °° rover -9 cam clip. The liste 
ments to accomplish what Toni ing pub glist has a much wit 
did in months with network pro- | Choice of stations and a far m« 
grams. Toni’s sensational growth | diverse menu” of entertainme 
is a tribute to the correct use of a | Select from. The daily num! 
powerful medium. . . | of hours folks listen to any 0 © 
With all due respect for the Station or any one network mu 
selling potency of S. & S. spots of necessity, be considerably 1 
(and they are really “loaded’”’) duced. Coverage of many big !- 
I’d like to suggest that the results | gional stations is being reduced | ' 
achieved may be equally attribut- smaller stations closer to 


tising to use? I doubt it. 


| 
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carrying the same programs. Audi- 


ences of smaller local type stations 


are being “lopped off at the edges” 
by stations with increased power 
or by new stations in adjacent 
towns. Yet, all this “split up” 
has been accompanied by a steady 
wave of rate increases. Our study 
showed a range of increases from 
74% to 60% ... during an 18- 
month period . . . often in spite 
of the fact that the station had 
to have a smaller audience either 
because of less population or re- 
duced area dominance. How can 
any ad man say (and mean) that 
these conditions “are not a factor 
in the investment of advertising 
dollars”? 

Coming back to announcements 
specifically there are several fac- 
tors worth consideration. First, the 
trend to decrease time for com- 


stations are limiting chain breaks 
to 15 seconds or 25 words. For- 


usual. This is a 25% reduction in 
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tendance at this 


operators.” 


tended the exhibit on passes. 
coming up in Chicago will be a 


hope you will get the figures righ 
on that one. 
B. A. BRuUNs, 
Circulation Manager, The 
Billboard, New York. 


Nervy Dealer Hits Mark 


| 
| 


taining to read. 
| The last point in his “outline 


|which I turned in recently. 


lieve it would be safer to say | 
“more than 5,000 vending ma-|to know that the ad obtained|I don’t challenge their claim to industry some good. 
chine operators attended,” since | quick results and the dealer sold 
there were many people who at- 


The next coin machine show | 


the Sherman in January and we 


“more than 1,000 vending machine | 


t 


t 


} 
| 


| 
| 
| 
| 
| 


| the car. 


| 
| 


| tories.” 


buyers who do not normally have “sharpies’’? 
to city classified direc-| profession of advertising were to 
Naturally, the organiza- at least publicly “frown” on such 


which you mention that the at-|ask $195. Who is foolish enough, have reference is a directory pub-| other contacts in the advertising 
meeting was/to buy it?” 
That is what I call “truth in ad- 
| vertising.” 


‘lisher whose book, according to | business—what can they think ex- 
| hem, “goes into the hands of cept that we’re all a bunch of 
Or would you say it) 

Actually, we have a registration|was carrying the truth angle a/| access 
list of more than 4,000 and I be- little bit too far? 


If all of us in the 


However, you may be interested | tion is a space peddling operation. practices, it might do the whole 


TOMMY TERRILL, 


Fort Worth Star - Telegram, 
Fort Worth, Tex. 


Advocates a Public 


Frown on Shady Deals 
To the Editor: 


advertising business—those 


lenged, I don’t blame them. 


Every now and 
‘then people on the fringe of the 
not 
| generally connected with the pro- 

To the Editor: The article by | fession—come out and give us all 
Fairfax M. Cone in your magazine |a black eye. Frankly, in view of 
mercials. More and more network|was both instructive and enter-|some practices which go unchal- 


the circulation of their directory 
or its use by its recipients as I. 
/ have no basis upon which to make | 
|any criticism. 

| Their strategy in maintaining 
contract advertisers, however, I 
feel is open to severe criticism. 
/On their space contract, it is very 
| plainly stated that the contract is 
for a certain number of years, for 
example, for 1947-48. However, 
|in small print, the contract also 
states that it is to continue in 
force from year to year until 
broken by a registered letter to 
|the publisher! 

| With my usual trusting nature, 


_ My beef of the moment is with I got stung in this fashion myself. 
merly 20 seconds or 35 words was|reminded me of a classified adj|an outfit using such unprincipled |My purpose in writing this letter 


It tactics, I’m sure will do much to/is to warn others as unwary as I, 


time for transcribed breaks, a|read as follows: “Chevrolet sedan, | give the entire profession a bad|and to call attention to a shady 
281% reduction in words for live |12 years old, 300,000 miles, just a | reputation. 


spots. Only a few months ago a|pile of junk. I have the nerve to| 
in all 
seriousness proposed a chain-break 
strip for Stanback. Regulations | 
ruled out transcribed announce- | 
we 
With FTC regulations to. 


major Chicago station, 


ments. Had to be “live” . 


words. 
be met, here is what we could 
have said: 

Take Stanback Headache 
Powders. Caution: use only as 
directed. If headaches persist 
or recur frequently, your 
doctor. For’ simple headache 
Snap Back with Stanback. 


see 


Honest, now, would you pay 


$720 a week for that message! 


Such limitation is further restrict- 


ing the chain break to the very 
simplest “name reminder” 
of advertising. 


Second, consider the thousands 
of new radio advertisers created | 


since the war. By an overwhelm- 
ing majority these people have de- 


cided on spot announcements. This 
means a sell-out of time on major 
stations and intensive competition 
for choice spot adjacencies. Along | 
with this comes an increasing use 
of half-hour programs both by | 
network and local advertisers. Re- 
flecting this condition is the phe- 


nomenal rise of open end tran- 


scribed 30-minute shows by Ziv, 
This reduces 
the number of breaks available 
while demand is skyrocketing. As 
most advertisers must 


Cowan and others. 


a result, 
accept more “marginal” times than 
heretofore. 
Third, there 
code. 


type 


is the proposed 
I agree with Mr. Schwim- 


The organization to which I one contact people who have few. 


practice. Organizations like this 


R. NIcHOLAs Hoye, 
Assistant Advertising Man- 
ager, Cory Corporation, Chi- 
cago. 


Use BSN where the cash customers are 
looking for you. 


mer that independent stations will 


make every effort to protect an- 
same 
holds true for the 250-watt sta- 
But I 


nouncement income. The 


tions in smaller markets. 


predict that the final code will out- 
law all (or most) of the one-min- 
ute announcements between pro- 


grams. 


This will affect thousands 


of advertisers whose product and 
competitive situation make chain 
breaks ineffective. And, if the code 
should limit commercial time to 
three minutes per quarter-hour it 
Will “for all practical purposes” 
eliminate entirely the one-minute 


Sul believe in radio. 
iedium 


than ever before . 


ds. But I am 


economical cost. 

JOHN J. LARMER, 
‘resident and Treasurer, Pied- 
nont Advertising Agency, 
ne., Salisbury, N. C. 


= 3-9 


Raises the Ante 


announcement at one-minute rates. | 

But let there be no mistake. I 
I am con- 
need that the impact of the radio 
is more powerful today 
. especially 
lor packaged goods in the drug, 
food, candy, beverage and beauty 
also convinced 
t new ideas, new strategy, new 
‘e-hniques are needed to utilize 
full power of the medium at 


e -_ 
I& 


ae 


Co the Editor: Your Dec. 22 is- 


carried a story on Page 1 
in 


about the NAM _ convention 


In a recent impartial survey of women’s readership of ads 


in 10 of America’s leading magazines—Modern Romances 


scored the highest readership in 24 tests out of 27, was 


second in the other 3. And—Modern Romances delivered 


readership of ads at lowest cost in all 27 tests out of 27!* 


SOREN = 
LOW ANCES 


*Full details gladly supplied. 


Modern Romances 


of the DELL MODERN GROUP 


Dell Publishing Company, Inc., 149 Madison Avenue, NewYork 16, N. Y. 
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Has New Building 


The Atlanta Constitution has 


moved into its new six-story 
building with sub-basement. The 
new building, which is in the 


shape of the State of Georgia, fea- 
tures the latest time-saving devices 
and equipment, including 10-unit 
production color press. 


Promotes Carolina Rice 


River Brand Rice Mills, New 
York, through Donahue & Coe, is 
conducting a test campaign on four 
New York independent radio sta- 
tions, with spot announcements 
and_ station breaks promoting 
Carolina rice. Other markets may 


White Rock in Boston 


The White Rock Bottling Com- 
pany of Boston, a wholly owned 
subsidiary of White Rock Cor- 
poration, New York, has started 
distributing the complete line of 
White Rock sparkling beverages 
under franchise from the parent 


be added later. company. The Boston sales drive 


will include ads in the Boston 


COVER C 


Sam R. McKelvie, 


WITH 


a Colorado __ 
Rancher 27 Farmer 


MEMBER—WESTERN ASSOCIATED FARM PAPERS 


Globe and Herald Traveler and 
24-sheet posters. The company 
expects to cover Maine, New 
Hampshire and Vermont by sum- 
mer, and with its Rhode Island 
bottling company, which it ac- 
quired last July, will have full New 
England coverage. The 1948 adver- 
tising schedule, not yet definitely 
set up, will include newspapers, 
radio and outdoor. The agency is 
Kenyon & Eckhardt, New York. 


OLORADO > 


Names Winter Agency 


Clay Equipment Corporation, 
Cedar Falls, Ia., and Binghamton, 
N. Y., has appointed N. A. Winter 
Advertising Agency, Des Moines, 
to direct its advertising. National 
farm papers will be used to pro- 
mote a line of farm and barn 
equipment. 


ss i 


Since they continue working years after they have 


paid for themselves—by investin 


advertising budget annually in dealer signs, the 


fifth year you have the equivale 
tion I'/2 times as great as your 


For over a quarter century we have regularly served 
leading merchandisers including Westinghouse, 
Frigidaire, Delco-Heat, Shell, A & P, Pittsburgh 
Paints, Lowe Brothers Paints, Dupont and many 
others. Learn why. 


g only 10% of your 


nt of an appropria- 
actual expenditure. 


THE FINEST SIGNS EVER PRODUCED AT THE LOWEST COST IN HISTORY 


Certified audited records show Artkraft* signs 
to be 999/1000 perfect over a period of years. 


THEY LA 


steel. 75% more attractive 


@ Bonderized and baked synt 
lain finish. 


@ No exposed bolts. 


for servicing without use o 


Exclusive Underwriter approved features include: 
@ Porcel-M-Bos'd letters raised out of heavy sheet 


@ All-welded electro-galvanized frame. 


@ Removable streamlined front end permits access 


i @ Rugged copper bus bar replaces ordinary cable. 


ST BECAUSE THEY'RE MADE THAT WAY! 


Tube sections rest on 
roviding a definite 
Makes un- 


@ First positive tube mounting. 
(not against) tube supports, 
centering where tubes enter the sign. 
sightly bushings unnecessary. 

@A heavy duty phosphor bronze spring clip on the 
end of the electrode has a fork-like end opening 
for positive contact with the bus bar and easier 
removal for service. 

@Cold cathode fluorescent tube grid illuminates 
dealer's name panel, eliminating lamp replace- 
ments. 


IMMEDIATE DELIVERY 


and legible. 


hetic enamel or porce- 


f tools. 


Write for literature and instructions on how to set up a successful 
dealer sign program. 


THE 


900 Kibby St. 


Division 


SIGNS OF 
LONG LIFE* FOR 


QUANTITY BUY 


“Trademarks Reg. U.S. Pat. Off. 
“Proved by actual audited research. 


ARTKRAFT* 


SIGN COMPANY 


of Artkraft* Manufacturing Corporation 
Lima, Ohio, U.S.A. 


THIS COUPON FOR YOUR CONVENIENCE 


THE ARTKRAFT* SIGN COMPANY 


Division of Artkraft* Manufacturing Corp. 
900 Kibby Street Lima, Ohio, U.S.A. 


Please send, without obligation, details on Artkraft* signs. 
) We are interested in a quantity of outdoor dealer 
neon signs. 
( ) We are interested in a quantity of Porcel-M-Bos'd 
store front signs. 
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Names Newell and Loper 


Robert J. Newell, sales repre- 
sentative in Illinois, and Charles F. 
Loper, have been named assistant 
sales managers of the consumer 
goods and industrial plastics divi- 
sions, respectively, of Clarvan 
Corporation, Milwaukee. 


Names Cory Snow 

Wilson Industries, Inc., Cam- 
bridge, Mass., distributor of 
Sklenar Reverberatory furnaces, 
has named Cory Snow, Inc., Bos- 
ton, to direct its advertising and 
sales promotion. Two-color 
spreads in business papers and di- 
rect mail will be used. 


WTOP Shifts Linkroum 

Richard Linkroum, program 
manager of Station WTOP, Wash- 
ington, D. C., has been named 
sales manager of the 50,000-watt 
Columbia-owned outlet. He has 
been with the station for several 
years. 
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A loud huzzah for the recent John Hancock advertising. 
Not only is it well written, but it’s head and shoulders above 
the general run of life insurance advertising in inception. It 
doesn’t just take up the cudgels for “our way of life”— it 
makes very clear what our way of life is: independence that’s 
fought for and earned, in one way or another, not handed 
out by government edict. It makes life insurance more than 
just a policy to be stuffed into a strong box. And, beyond 
that, it implants the name, John Hancock, into the conscious- 
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Opens Buffalo Branch 


C. A. Swanson & Sons, Omaha, 
has opened a new sales branch in 
the Merchants Refrigerating Com- 
pany building, 975 Fuhrmann 
Blvd., Buffalo. Walter Gordon, for- 
merly division sales promotion 
representative in the New England 
territory, has been named man- 
ager of the new branch. 


Wallace Retires 


John C. Wallace has retired as 
vice-president and director of sales 
of Perfection Stove Company, 
Cleveland, after 34 years of serv- 
ice. He will continue as a board 
member, and as a member of the 
executive committee. 


Names Spencer 


Kenneth S. Spencer, formerly 
with Minnesota Mining & Mfg. 
Company, has been named sales 


Envelope Company, Boston. 


administrator of the Federal File 


—SPEARHEAD-< 


Don't Be Satisfied with 
Ordinary Results 


Employ our counsel and 
services to insure results 


Our large creative staff is ready to 
put their efforts to work for you ... to 
design exhibits to be travelled or for 
stationary use. When designed by 
Stensgoard, your display has the pull- 
appeol that commands attention— 
creates a dramatic showing for the 
product or service. 


FREE § Just off the press... 
® lorge 8 page bro- 
chure with 110 photographs and 
complete information about ovr 
Exhibit Service. Write for it today 
on your compony letterheod. 


326 N. JUSTINE STREET « 


AMERICA’S LARGEST ORGANIZATION SPECIALIZING IN MERCHANDISE PRESENTATION 


W. L. STENSGAARD & ASSOCIATES, INC. 


YOUR PROMOTION PLANS WITH 
DRAMATIC EFFECTIVE EXHIBITS. 
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EXHIBITS 


INDUSTRIAL *« MARKET 
MUSEUM * CONVENTION 


CHICAGO 7, ILL. 


Ky 


MI 
Com] 
magé 
for | 
Luxi 

Al 
well 
Kyse 
featu 
men’ 
June 
paig! 
in C 
The 

Ho 
who 
drive 
place 
and 
Luxi 
will 
and 
Char 
Lif: 
This 

Mz 
Capr 
the | 
figur’ 
mode 


Ad: 


St 
land 
New: 
of tl 
orgal 
resen 
zines 
Satur 
senta 
tary- 


ee i te, ee ee ae 
4 a i Adv 
a es ML I Bc 
:. | | | 3 
| i Dr 
| a * ee 
| ; a “vabial > A Of 
. Ea a AR AR SS SSSR § — 4 a J pe Ge: <i q vy << " _ : ae } . es 
: a aie Axe *. \ J ue. a4 a Sa a 
OP Pers eS ta Se CO@&E 
3 | nee Ve oe a »* | 
, ; & “ é Ae kis . Fs .. % i “Es i: : , 
;, Oe i] 
; A 4 _ il e “ * 4 oe “g é . - a n wa : ont : ; 
: ~ 0. BO X 1349 e@ DENVER om oe " ae a gt Prices sy IS oo $ ' 4 cae fa: 
Le ee - “4 ae ” -~. <i We 
‘ yf ae ‘a SES ome TREE ae Mea ee = He gave Sreedom a house to live fe 
; { 
| a ee ee en na A 
=A} \\ , fer pr wt ch shee Fr ik ate Be a rr a ch 
. aze \\ ce Yh Cy Bae wom Yao ate pot Shans boom meet tw sd pe Ww hve bn or We, ste 
—_— - gree racsitegsct EE \\ cent Se sed ht <meta r 
| Pe Se eee oo ——SS =a 2 © ) Wino oe fon rom ted pr a ads. 
5 Pn eS — a ee ose Ed in di 
[_ fear A 
. , f => e ok \GN ™ “ug 
x av — QO3 G A S +*} fill 
: P 1 — \a Qe € po ie < prev vole . N and % 
. & i, EN \ne \7 N\e) eeetiatie The 
: 5 ( 4 ean - pAThRe es Rv) "Co 
aa c2 Bs (e\) Bie AP ice \ Co 
\" | ae OOO rv\S ERNE CT ‘ mats 
; 4 \\ A REY EE OB oun DONE RTRRRL CN E 
| = )\\\ae On 49 APNE 
: ‘es \ WE TARAS oo? roe 6\8 A . aes 
: <_< \< ’ WE Of AER ave at) a Xx a 
§ m ANI WES CET Gnd. SEER WE a - 
' me SY % OWN One ‘cc FES es 
a q “ 4 + 5 £ .?) YA A> \s Ss 2 
_ AW) OS ~\Wese i 
f a P ; =_ 
7 ES oe S| 
“4 Bhs. . r\ j cee: | ae rs “ 
: . jn > —ICAZ! | 
- + \ ie bay 
| é ee le York 
‘f , ed ' eee press 
) : a a - 
a ’ = consi 
iS matic 
4 augiain 
ip 
Ht eee —— 
a ee BP 
' ee 
. TES A a 
de ee 
| a me x PRODUCTS 
| ee _ =F hit 
| eee | ba mh Be 
Pe — == gee 
SS : 2 J 4 si ; ‘a . ' 
<= GS @ eo am Ge oo = ee ee ee ae ee ae 3 a tenet ee" r 
: a) ST. 
. ‘i onarncae _ ______Bie 
_ <4 Ls ee po TR 


ed 
) 
i 
' 
‘ 

ct 
‘ 
; 

rn 


ee ee ee ek ee ee ee 


ey 
th 


Omaha, 
anch in 
g Com- 
armann 
on, for- 
ymotion 
ingland 
1 man- 


ired as 
of sales 
mpany, 
f serv- 
1 board 
of the 


Holeproof Spring 
Drives to Feature 
Kyser, Others 


MILWAUKEE—Holeproof Hosiery 
Company plans three expanded 
magazine campaigns this spring 
for its nylons, men’s socks and 
Luxite lingerie. 

All three drives will feature 
well-known personalities. Kay 
Kyser and his orchestra will be 
featured in ads for Holeproof 
men’s socks in a March-through- 
June “symphony. in color” cam- 
paign. Full-color pages will run 
in Collier’s, Esquire, Look and 
The Saturday Evening Post. 

Holeproof has not yet revealed 
who will be featured in its Luxite 
drive, in which emphasis will be 
placed on matched sets in lingerie 
and the “new look.” The largest 
Luxite drive ever scheduled, it 
will include full-color, two-color 
and black-and-white pages in 
Charm, Glamour, Harper’s Bazaar, 
Life, Mademoiselle, Seventeen, 
This Week Magazine and Vogue. 

Mari Blanchard—chosen by Al 
Capp, creator of Li’l Abner, as 
the girl with the “most luscious 
figure’—and Dolly Brill, Conover 
model, will appear in the nylon 
ads. In these full-color and black- 
and-white ads, they will appear 
in daytime and evening wear to 
show that the Holeproof nylons 
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Butler Names Prall 


Bert R. Prall, formerly director 
and vice-president of Montgomery 
Ward & Co., and later executive 
vice-president of Dayton Rubber 
Company, has joined Butler 
Brothers, Chicago, as executive 
assistant to the president. 


Promotes Kanaley 


Byron V. Kanaley Jr., an ac- 
count executive, has been elected 
executive vice-president of Frank 
C. Nahser, Inc., Chicago agency. 


Bothwell Adds Three 


Jones & Brown, Pittsburgh, 
weather-conditioning division; 
Pennwood Numechron Company, 
manufacturer of electrical direct- 
reading numeral clocks, and Mor- 
ris Coupling & Clamp Company, 
Ellwood City, Pa., have appointed 
W. Earl Bothwell, Inc., New York, 
to handle their advertising. 


Heads PNPA Ad Group 


C. L. Fountain, advertising di- 
rector of the Lancaster Newspa- 


pers, has been appointed chairman 
re) 
Publishers’ Association advertis- 
ing committee. 
conference of the association will 
be held at the Hotel Brunswick, | 
Lancaster, Pa., June 18-19. 


Elliott Joins Tyson | he 


eharge of advertising of four di- 
visions of Foster-Wheeler Cor- 
poration, New York, has been ap- | 


45 
| Names Silverglat A.M. 


A. Harris & Co., Dallas depart- 
ment store, has appointed Harry 
Silverglat as advertising manager. 


the Pennsylvania Newspaper 


An advertising 


STANDARD AND PHOTOGRAPHIC I 
HI 
SILK SCREEN PROCESS ® 


Jackson W. Elliott, formerly in 


SWE DO THE COMPLETE JOS, ANY SIZE, ANY STYLE ANI 
eae QUANTITY, ANY COLORS. WE ALLOW STANDARD 
AGENCY COMMISSIONS i y 


een © HALKER onus LIMA 0 


“fill a glamor role for both day 
and after-dark,” according to John | 
D. Infield, advertising manager. | 
The ads will appear in most of. 
the magazines used for Luxite. | 

Counter cards and newspaper 
mats tying in with the drives | 
have been prepared for dealers. | 

Ruthrauff & Ryan, Chicago,| 
handles the account. | 


Admen Elect Heminway | 


Stuart Heminway, New Eng- | 
land manager of United States | 
News, has been elected governor | 
of the Lantern Club of Boston, | 
organization of New England rep- | 
resentatives of national maga-| 
zines. William J. Henrich, The | 
Saturday Evening Post repre- 
sentative, has been named secre- 
tary-treasurer. 


Buys Byrne Plant 

William C. Popper & Co., New 
York, has purchased the letter- 
press printing plant of F. T..| 
Byrne & Co., New York, which 
consists of 19 high speed auto- 
matie presses. 


ST. PETERSBURG 
is 
43% 
tiliitt Miata 
Florida's First Market 
ST. a 


RETAIL SALES 
$85,634,000 
(Sales’ Management Survey 1947) 
w 


The St. Petersburg 
DAILY TIMES 


covers this city 
completely 


No outside newspaper has as 
much as 600 average daily cir- 
culation in St. Petersburg. 


. 
ST. PETERSBURG, FLORIDA 


Morning Tl M ES Sunday 


Represented by 


THEIS & SIMPSON CO., INC. 
V. J. Obenaver, Jr. in Jacksonville 
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D PRODUCTS, HOME EQUIPMENT 
CLEANSERS, SOFT DRINKS 
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er - Republic, Rockford, Illinois 
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ROCKFORD 


Just off the press... the second annual 
survey of “How Rockford Consumers 
Buy” is a study of buying habits, brand 
preference, ownership, and dealer 
distribution in numerous classifica- 
tions. 
that has consistently led all Illinois 
cities in percentage gains on retail 
sales and services. 


A.B.C. CITY AND 


317,854 RETAIL TRADING ZONE 


in the Wid -West 


ROCKFORD MORNING STAR 


= 


ROCKFORD REGISTER-REPUBLIC 


Get the facts on the market. 


‘ 


(RE Re — Ft Ve ate Ak a a re eo ie 
eee pits fee | een i is OMe reach Lbo Mi.” "75 gee ah UeRmRAROO ReiG ss pl aS ts ae eee 
ee rn i ae 3. eee ick sien 2), Reese diary ce een UAT Ne nia gamma tai ai PCN i 
i aaa ee oo el pine | pats a Soe is 2 Sa so toy AO ene cd ge amen air ah Pa ie ya ee Pre eng eA AE RS Sg eats ec Oe Ae OU ee 
oo: if ah a pe a = are sie ae ee ee 5 in ero Tee Sa Seed aoe LNG EIE ete ST Se i periliaie ce. se ey ee eee eee Le =e eee Peat tet See Vitae rau Sy ean bo a 
: ies Deeper Tea Bees Mit. Se ie eer 8 he ees r Sg ee ech Ac UES tte be aang ie Brake Tay ui ee ee eee tee egag Lie aaa OTR S? Bees ieee Cra) 9M ERIE SS Ab ey gn a Pee al ea i Fi Pree s: ey ee 
oS ee ek ee Es Beye si icee aia Se Pigg, FOR aNE ne ae eee sips eres ats High oe liste tg a imme rk Omer eae 
SS era. SeeameeT Se ou ae came | ae _ hI a a ae 8 Seaton ete oe PADI Meee SPR WE ined Ao ORT a Fg Se ee aS 1 Sis Sr ae 
‘ ate Seen 1 1) ee eres Po ee ate i a Mba ws ieee aee - * ae ets eee Oe a 
? < ; ; Fe F eo. 1S DR ae ee ee eles ij ie Sy eae ie io, iu Sia tasted! a ie Has 4 ott oer whe =e : — " 4 
ony ee Ee Seen SS RSS ea Nr ie ee eS SS oe 
| | if 
ae | 
‘ 
; | ee Le 1 
; LS 
- ——————— . s 
: : | ' | a ed ae 2 Z 
ed pO 7 F 
| Po mS A: ise: i ° 
ee : it 
es | : ae Be | 
ae pO Gn — ; ' 
= 5 3 oe ee — ee Ss : * 
‘ sy — = Se + * 
26 A ore mies ; ; a ; 
* on i, # . Megane i a ee Coes aah : - oo a i 
2; -. : ~ : - aah e * : 
| es bass ) id a — 
| S. Be a te eae ee ee a SiS eee re — | 
* Ee : . Pa es Sia wee i ope nt ie ee ‘ — eS é ots ele end 2a "i a aoe Nii 1 y a i 
; ' wi ae s ) eas i r igi }- r 4% j 
Pens thee T i \ -* Se fae. peers § : ay 
“3 | — 3 ——— 
; Pass RS aries. Ps 3 i 
? a | i St ee « eres a 
“4 Ce SS | ty eal = iad sass 
; OS ae 
g. - < ‘ 
re How 2 
‘ in the 
* \ | 
: ORD § 
’s | 
2d Buy \ 
in. \ 4 
1d \ ! 
S- \ 
re . —-- — | : 
- OF 41 ILLINOIS DAILY NEW PAPER MARKETS 
me ) 
errs 
—" — | 
| oe | 
pe , 
7 Pan ae | 
| j 
, 
ormerly 
& Mfg. 
al File as 
al File | fj 
bs 
— | tC“ tke 
ke : re ett 
wits eo oe nee 5 ne 
“a — . © EAE FT : 
: | age ie alae I 88 O P i N ee a < 
or | | Sets a oe sea sig | 3 
en e ar oP ae ere ee TR ee Se ae ae Der ; ae de . 
Cal Ps i Se at bm : ina AE eh cpg? ae RS 9 ‘a tar # cy : r. ca ae Se ay Ss ; ae ee mee goo ; 
UCT ee ei eee a OE ee Pi cia mae * ale ae. hee Sarr ee 5 ncaa al 
vse . cal Ss a a by. nrc a he Hes ake aa = Cr ; Prd, m . +6 : 
\ | “ - <= iS 
: : 
ey 
ew SEN 
r’ iz . a e Me 
| 
RK ET a 
TION | Tiere . 
Pn ca ; 
ee i 
moe a tee 
Wo (iil Ge. SS Sa as i 
7 Md °  % = 


James D. Woolf Talks... 


Salesense in 


Registered 


James D. Woolf, famed copywriter and 
retired vice-president of J. Walter 
Thompson Company, is writing a series 
of discussions on tested ideas and basic 
advertising principles. 
is aimed primarily at the small business 
man who may be a neophyte at advertis- 
AA readers will find instruction 
and entertainment in the discussions and 
sidelights on advertising successes which 


ing, 


will appear 


Copy Must Ring True 

The Committee on Consumer 
Relations in Advertising, Inc., 
sponsored by advertising agencies, 
publishers and radio networks, 
some time ago interviewed 2,000 
consumers on what they thought 
of advertising. 

Most of those questioned 
thought ads too emotional and not 
factual enough. 

Only 12% thought that the 
wisest way to buy was to ask for 
a well-advertised brand. Most as- 
serted they had more confidence 
in the personal word of the re- 
tailer. However, they felt that 
often the dealers know far too 
little about the merchandise they 
sell. 

I believe the 12% figure is far 
too low. Yet something is wrong. 
There is a reason for so much 
mistrust. And I think that reason 
is the fact that so much adver- 
tising does not have the ring of 
truth. 


The Secret of Conviction 

Advertising to be believable 
must come within the scope of the 
reader’s experience. It ceases to 
be convincing the moment it steps 
outside the realities of the reader’s 
life. 

I have before me the advertise- 
ment of a woman’s foot comfort 


Advertising 


While the series 


here each month. 


the real answer. And yet things 
could easily be so different.” All 
that is needed to get daughter a 
husband is just a little of the ad- 
vertised polish, industriously ap- 
plied. 

Another advertiser tells us that 
his pure wool blankets will be 
“chief among her treasures—when 
dreams come true.” I wonder if 
this won’t impress women as be- 
ing rather forced? They do want 
good blankets, of course, but I 
hardly think that this utilitarian 
product has a place in their 
dreams. 


Shun Exaggeration 

The woman with thin, straggly, 
lifeless hair will surely have diffi- 
culty believing this: “No matter 
what kind of hair you have, you 
can make it the envy of other 
women. The result of this treat- 
ment is astounding! Your hair is 
made over—a thick, heavy, gleam- 
ing mass, sparkling, soft, fresh and 
luxuriant.” A remarkable hair 
tonic indeed! But it promises too 
much; the results it offers are not 
consistent with the ordinary ex- 
perience of women. 

Where is the motorist who has 
ever had this experience? “To 
ride in this new eight is to glide 
along so smoothly that one does 
not realize the car is in motion! 


shoe that seems to me to be a case 
in point. The copy is a human| 
interest story of the unhappy re-| 
lations between a man and his 
wife, an unfortunate victim of 
foot discomfort. The couple posi- 
tively hated each other until she 
discovered—the advertised shoe! 


There is not the slightest jar, the 
smallest tremor—the road seems 
made of silken plush.” The car re- 
ferred to here undoubtedly rides 
easily, but the copy claims too 
much; it taxes the credulity of the 
reader. 

The temptation to exaggerate, 
to use superlatives, is a great one 


Now everything is just ducky. 
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Why Pay 


Ke 


PAY MORE 


No Limit: We can get plenty of items at these prices 


Less When You Can. 
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WHY PAY LESS?—In this full-page ad in the Herald-Journal, Logan, Utah, 


Western Stores has some fun with breathtaking “Paymore Sale" values. The 


"Read This Folks" box at the bottom explains that the prices in small print are 


the actual sale prices of the items listed. 


are the Sears and Ward catalogs. 
Without exaggeration, without 
emotion, without fancy writing, 
they tell the consumer in simple, 
honest words why their merchan- 
dise is worth the prices they ask 
for it. Millions and millions of 
dollars in mail order business 
prove that facts sell goods. 

| It is well for merchants to note 


Advertisers’ Case 
Histories Sought 
by Ad Bureau 


New YorkK — Invitations were 
jsent out recently to advertising 
|agencies in the United States and 
Canada by the Bureau of Adver- 


that most of the 2,000 consumers | tising, American Newspaper Pub- 


retailers do not know enough about |to submit case histories of their 


Shod in her new footwear, she|*® most copy writers, so anxious 


and hubby are planning another |@re they to present their wares in 
honeymoon. ‘the strongest possible way. The 


the merchandise they sell. Study 
your merchandise thoroughly be- 
fore you write your advertising. 
That’s salesense. 


Girl Earns $11 on 
Own Each Month 


I believe this appeal will im- best rule is avoid the use of super- 
press readers as being forced and | latives altogether. 
unreal. Surely there must be a| : 
great many human interest inci- | For Our Selfish Good 
dents that would come within the! The percentage of advertising 
experiences of foot sufferers—j|that is dishonest to the point of 
true-to-life incidents that would| breaking the law is, I think, very 
touch a responsive chord. ;small. The Federal Trade Com- 

’ mission, the Better Business Bu- 

Is It True to Life? /reaus, and such other vigilantes 
Then there is the woman who take care of the offenders. 


New YorK—The average Call- 
|ing All Girls reader is 144% years 
‘old, attends high school, expects 
|to go to college, and receives an 
/average weekly allowance of $1.63, 
ito which she adds $11.24 each 


/month through extra earnings. 


| These are some of the findings 
| of the magazine in a new teen 


market study based on a nation- 


| wide mail and personal interview 


Average Teen-Age 


'most successful advertising cam- 
paigns for inclusion in the 10th 
anniversary edition of the “Blue 
|Book,” annual compilation of the 
‘top 50 newspaper success stories. 

In addition, Alfred B. Stanford, 
the bureau’s national director, has 
invited all national or regional 
users of newspaper space to enter 
their campaigns. 

Extra entry forms are available 
on request at the Bureau of Ad- 
vertising, 370 Lexington Ave. here. 
The deadline for all entries is 
\Jan. 30. Present plans call for an 
‘enlarged edition of the “Blue 
Book” this year. 


Blumenthal, Gittelson 
Open PR Office 


| Roy Bernard Company, 


with | 
|offices at 119 W. 57th St., New 


had no time to go to the movies | 
and enjoy life generally. She | 
husband had a good time—and all | 
because she did not possess the | 
kitchen ware that is described in | 
the advertisement! 
derstand how such labor-saving 
devices as kitchen cabinets, wash-| 
ing machines, and vacuum clean- 
ers add much to the happiness of | 
women, but it is hard to under- 
stand how the lack of a few pots 


and pans could raise so much 
holy Ned. 
I have before me a furniture 


polish advertisement bearing this | 
headline: “To the mother who| 
is thinking of a husband for her | 
daughter.” The copy tells of the 
daughter whose acquaintance with 
young men is limited to a casual 
“How do you do?” It worries the 


mother that other girls, no 
prettier, have their callers and 
their dates. What can the trouble 


be? 

“More often than mothers 
think,” declares the copy, “the ap- 
pearance of the home interior is | 


What so often is objectionable— 


why so many consumers seem to. 
slaved in her kitchen while her} take such a dim view of advertis- | 


ing—is exaggeration. 


In an address before the Chi- | strument—usually the piano. 


cago Federated Advertising Club, 


this (AA, Dec. 1, ’47): 

“It should be the very selfish | 
aim of every one of us to see that | 
our advertising tells the truth. . .| 
A single exaggerated claim in a/| 
newspaper or magazine ad or over | 
the air contaminates every other 
advertisement to which the reader | 
is subjected—for days or maybe | 
weeks or months.” 


| 


| 
Give Them Facts 


I want to say again what has 
been said here before: good ad-| 
vertising is, first of all, INFOR-| 
MATION. When we buy an ar-| 


' 
|ticle of merchandise, we want to} 


know what it is made of, what it 
will do and how it works, what 
its special qualities are, etc. 

Two of the best textbooks on | 
advertising I know anything about 


;survey of its readers. 


| 


One can un-! Fairfax M. Cone, well-known ad- | 
vertising agency executive, said | 


York, has been formed by Roy 
The average teen-ager attends Blumenthal and Bernard Gittel- 
movies at least once weekly, reads|son. Mr. Blumenthal headed his 
about 12 books a year, and in all|own public relations company 
probability plays a musical in-| prior to the war. Until the end of 
the war he coordinated all public 
Entertaining friends at home is | relations activities of the major 
: | Jewish agencies which cooperated 

engaged in by 85% of these teen- |‘ , Sains : 
agers and 99% of them use exe |‘ Ee and edited “Fighting for 
metics regularly, with approxi-| wr. Gittelson was formerly co- 
mately 22 different toilet articles | director of the Commission on 
found on the average dressing|Community Interrelations and 
table. /was a special assistant to former 
|Labor Commissioner Frieda _ S. 


" Miller. 
Student Radio Awards | anpeaenineg 
Set for Jan. 28 ‘Two Join West-Marquis 
At an awards luncheon sched-| Edward L. Koenig, formerly an 


uled for Jan. 28 at the Statler|/account executive of Honig- 
Hotel, Washington, four high|Cooper Company, and Pat 


school students will receive $500|O’Rourke, formerly publicity di- 


scholarships for their winning/rector of Station KLZ, Denver, 
broadcasts on “I Speak for De-| have joined West-Marquis, Los 
mocracy.” | Angeles. 


The contest was co-sponsored | a 
by the National Association of 
Broadcasters, the Radio Manufac- | Dasho-Rogers Adds Ross 
turers Association and the U. S.| 


Junior Chamber of Commerce,|Campbell - Mithun, Inc., Chicago, | 


and is the first of an annual series|has been named administrative 
to be conducted in connection! vice-president of Dasho - Rogers, 
with National Radio Week. Inec., Chicago, public relations. 


New Cartoon Strip 
Will Feature “48 


Jewel Store Ads 


Cuicaco —A new cartoon strip 
which it hopes will pay off in 
added sales was launched by 
Jewel Food Stores last week as 
part of its expanded advertising 
campaign in the Chicago area. 

The strip, entitled “Betty the 
Bride Learns a Thing or Two,” 
will be incorporated in a series of 
weekly page advertisements to 
run in the Chicago Tribune on a 
52-week schedule. It was started 
with a four-color page in the Jan. 
8 Tribune. 

Arthur Werner, advertising 
manager of the food chain, said 
the cartoon technique will be lim- 
ited to the Tribune series for the 
present, but may be expanded 
later in the year to Jewel’s reg- 
ular advertising in the Herald- 
American, News and Times. In 
addition, store copy will be con- 
tinued throughout the year in 40 
suburban papers in the area. 

The new cartoon strip, prepared 
by artist Dick Fletcher, will spot- 
light cooking and marketing sug- 
gestions. Additional help for 
homemakers will be supplied by 
the illustration of a ready-to- 
serve dish in each page ad, ac- 
companied by a recipe for the 
dish by Mary Dunbar, Jewel 
home economist. 


Change Technique 


Greater ease in reading and 
ordering from the Jewel ads is 
the aim of increased illustration 
of advertised items, and of in- 
creased departmentalization. More 
graceful typography replaces the 
heavy black price listings associ- 
ated with retail food advertising. 
Additional four-color copy will be 
used during the year on special 
food merchandising dates. 

The Jewel organization’s ad 
plans were outlined to 800 wom- 
en employes last week at a dinner 
and fashion show, while a sep- 
arate dinner and sports show was 
held for 1,400 men. The stage 
setting for both dinners was a 14- 
foot enlargement of the opening 
ad. 

Women workers were shown 
the “new look” uniforms to be 
worn this year. Jewel cashiers 
will don the new dresses, featur- 
ing longer, fuller skirts, an added 
pocket and puff sleeves. Other 
women employes will begin wear- 
ing the garments as soon as suf- 
ficient quantities are available. 

Jewel, which through the first 
11 months of 1947 showed a 48% 
‘sales gain over the previous year, 
is operating 149 stores in this area 
—one less than last January. Ex- 
tensive remodeling has been car- 
ried out during the past year, 
well as changing the locations of 
some units. Jewel stores are Op- 
erated in communities as far 
north as Libertyville and west ‘0 
Aurora, Ill. 


as 


Newspaper Ups Price 

The Sunday Courier-Journé., 
Louisville, has increased its price 
‘from 10 to 15 cents, effectis 
| Jan. 11, because of the increas 
| cost of newsprint. There will 
no rise in the price of the dai 
Courier-Journal or the Times. 


‘'WGNA Appoints Brooks 


| Vernon R. Brooks, assistant ‘ 
|the director of the engineerin: 
department of Station WGN, Chi 
|cago, has been named director ‘ 
‘operations of WGNA, WGN’s tele- 
vision station. 


Leonore Ross, formerly with| Joins ABC 


The Audit Bureau of Circula 

‘tions has added _ Publishers 

| Weekly, New York, to its member- 
ship. 
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» FHiggins Begins 
to Sell Printing 
§ Package fo Papers 


Advertising Age, January 12, 1948 


vertising implications as well, 
since the use of plates and elec- 
tros would be unnecessary, with 
media working from proofs of the 
ads. It would do away with 
problems of mat shrinkage, and 
would obviate present mat and 
casting procedure on ads. 

When the process was origi- 
nally announced (AA, July 21), it 
was emphasized that any number 
of pictures might be used at no 
additional cost, and that—unlike 
photo-offset—the process utilizes 


conventional presses, either flat- 
bed or rotary. 

The magnesium plate, which 
weighs less than a pound, is sup- 
posed to enable greater press 
speed, less wear on the press, and 
eliminate the need for replating 
during a run. 


William Bird Retires 

William S. Bird has retired 
after 30 years’ service as a mem- 
ber of the advertising sales staff 
of Cosmopolitan, New York. 


KLEE Appoints Parker 


Phil W. Parker, formerly dis- 
trict sales and traffic manager in 
Texas for Chicago & Southern 
Airlines, Inc., has been named 
commercial manager of Station 
KLEE, Houston. 


Two Appoint Feiss 


S. L. Feiss, New York, publish- 
ers’ representative, has been ap- 
pointed eastern representative of 


Schellenberg Changes 


Svend A. Schellenberg, former 
sales director of Kelling Nut Com- 
pany, Chicago, has been named 
sales manager of domestic sales of 
all products of American Apothe- 
aig Company, Long Island City, 


Names Daniel Nugent 


Daniel F. Nugent Jr. has been 
named assistant to the president 


Oil Reporter and “Rocky Moun- 
tain Petroleum Year Book.” 


of Clark-Babbitt Industries, Inc., 
Boston. 


Who 


Thr e 
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Over one tenth of Woman’s Day’s 


cents for 


: . . 
ee Process Eliminates 

by Linotype, Composing 
sins and Stereotyping 
™ New York—A new plan for 
wo,” selling a “packaged printing 
2s of plant” to newspapers was un- 
s to veiled last week by William J. 
on a Higgins, president of William J. 
irted Higgins Corporation, a _ printing 
Jan, @ production service. 

The process, which utilizes 
ising photo-engraving, composition by 
said  typewriter-like machines, and 
lim- @ printing from featherweight mag- 
- the nesium plates, was proved in 
ndeq Ocala, Fla. There, in combina- 
reg- tion with the Perrys, Farwell W. 
rald- @ and John H. Jr., of Western 

In @ Newspaper Union, a number of 
con- Florida weeklies were produced. 
n 40 No longer connected with the 

Perrys, Mr. Higgins heads a cor- 
ared poration in which his partners are 
spot- § un-named publishers of daily 
sug- § "ewspapers and large job print- 
» for B S- 
i by To Speak at Inland 
P se The first target for the new cor- 
the poration is daily newspapers of 
ewel average circulation. A pilot daily 
plant is in operation in Penn- 
sylvania, and several others are in 
the preparatory stage. Mr. Hig- 
and § gins will be a speaker at the In- 
is is § land Daily Press Association meet- 
ation § ing in Chicago in February. 

in- The Higgins service consists of 
More § three operations: (1) a prelimi- 
the § nary survey of the newspaper 
soci- § Plant, in which its production 
sing. § methods are laid out; (2) instal- 
ll be lation of the machines—including 
ecial § Some unannounced = typewriter- 

like machines capable of setting 

ad justified, column-width copy in a 
10m- variety of types at high speed; 
nner and (3) training of employes by a | 
sep- crew of Higgins operators. 
was The company has temporary of- | 
stage § ‘ices at Room 803, 295 Madison | 
vye Ave., New York. 
ning Applicable to All 
own Mr. Higgins, who during the 
> be war was a production executive 
niers | '°r Consolidated Aircraft Cor- 
tur- poration, says his process is ap- 
jded § Plicable to every newspaper and 
‘ther § Printing shop, and that it pro- 
ear- duces high quality printing at a 
suf- fraction of the cost of present-day 
le. methods. He is reluctant to name 
first § SPecific figures, but obviously a 
48 method which eliminates linotyp- 
year, ing, composing room time, and 
area stereotyping means sizable sav- 
Ex- ings. Obviously, also, it means 
car- § °Pposition from the powerful 
» as unions operating in those fields. 
s of Widespread adoption of the 
ov- process would have important ad- 
far 
st to me Direct Image Offseteu 
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THE FACTS 


Item: A 64 page booklet of crochet instructions. 
How much: Twenty cents a copy, postpaid. 


Where offered: An advance notice in the September 
issue of Woman’s Day; 
accompanying 8 pages of crochet material in the 
October issue; a reminder in the November and 
December issues of Woman’s Day. 


Where will 


Rate of Response: Weekly Cumulative 
Week ending September 5 11,241 11,241 
Week ending September 12 13,185 24,426 
Week ending September 19 13,371 37,797 
Week ending September 26 15,814 53,611 
Week ending October 3 44,133 97,744 
Week ending October 10 48,804 146,548 
Week ending October 17 34,598 181,146 
Week ending October 24 25,961 207,107 
Week ending October 31 19,188 226,295 
Week ending November 7 16,943 243,238 
Week ending November 14 14,072 257,310 
Week ending November 21 10,678 267,988 
Week ending November 28 7,189 275,177 
Week ending December 5 7,219 282,396 


it stop? Requests still coming in at 
1000 a day point to a total of more than 330,006. 


Where do these women live? Strangely enough, they 
are urban rather than rural. The country’s biggest 
cities produced more than their share of responses. 


Would you like a breakdown? Under the direction 
of Elmo Roper, a breakdown is being made on the 
pattern of the J. Walter Thompson market areas. 
This breakdown will be available shortly. Adver- 
tisers and their agents may have copies on request. 


an announcement 


Woman's 
wFespons-able vo 


3,000,000 readers send twenty 


this crochet booklet 


So far 280,000 readers have sent 20c for 
their copies. Requests are still coming in at 
1000 a day. When they taper off the total 
will exceed 330,000. 


It's an old story to us. The women who read 
Woman's Day have always responded 
overwhelmingly to its editorial pages 
...and to its advertising pages as well: 
ask any of the 281 advertisers who this year 
invested $4,190,000 
in 1,456 advertise- 


ments to tell their 


story in its pages. 


MAGAZINE 
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Maps Campaign 

McCabe - Powers Auto Body 
Company, St. Louis, manufacturer 
of all-steel truck bodies and trail- 


ers, will launch a campaign in 
business papers, including Elec- 
trical World, Ice & Refrigeration, 
Public Power, Telephony and oth- 
ers. Direct mail will also be used. 
The account is handled by Krup- 
nick & Associates, St. Louis. 


WHAT’S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de 
yeloping sales prospects on certain 
types of products and services. 

New Booklet No. 10 “How Business Uses 

Clippings” tells the whole story 


BACON’S CLIPPING BUREAU 


GENERAL 


BUSINESS >» FARM 
PAPERS * PAPERS * MAGAZINES 
314 So. Federal St.. Chicago 4 


Tyson Clients See 
‘48 Profits Lower 


| New Yorxk—Presidents of 17 
/manufacturing concerns, all cli- 
jents of O. S. Tyson & Co., have 
predicted that gross volume in 
their respective industries will be 
at least as great in 1948 as in 
|1947, but the majority forecast 
was for lower net profit per dol- 
lar of gross sales, due to rising 
maferial and labor costs. None of 
the group predicted greater net 
per dollar of gross. 

The group excluded the possi- 
bility of an important business re- 
cession during 1948, in reply to a 
questionnaire sent out last month 
by Oscar S. Tyson, president of 
the agency. With the exception of 
two firms, the companies ques- 
tioned are manufacturers of ma- 
chinery, equipment and supplies 
sold to industry. Together they 
spend more than $1,000,000 an- 
nually in advertising to business 


and industry. 

Reductions in personal and 
corporation income taxes and re- 
straint of government extrava- 
gance were most often mentioned 
as the moves that could do most 
to foster a sound over-all eco- 
nomic picture for this year. 


Philco Boosts Two 


Thomas A. Kennally, vice-presi- 
dent in charge of sales, has been 
named vice-president and assist- 
ant to the president of Philco Cor- 
poration, Philadelphia. James H. 
Carmine, who has been vice- 
president in charge of merchan- 
dising, has been appointed vice- 
president in charge of distribu- 
tion. He will be responsible for 
all Philco sales, merchandising 
and advertising activities. 


‘Promotes Hainer 


F. W. Hainer, vice-president of 
Cleaver-Brooks Company, Mil- 
waukee, has been elected to the 
|board of directors and named 
| general sales manager. 
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GREAT SRITAIN'S LARGEST BUILDER OF Lanes MOTOR CARS 
OF COMPLETELY NEW AUSTING 
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THE AUSTIN MOTOR COMPANY, LTD. (ENGLAND) 
Pod Muito, 230 West S70 Mtreer, Mow York 18. M7, 


1948 MODELS—Austin Motor Co. announced a series of new cars with this 
full-page newspaper ad. Magazines also will be used this year in its first annual 


campaign in the U. S., through J. M. Mathes, Inc., New York. 
pe Sie 


Austin Motor 
Begins Campaign 
for 1948 Models 


tune, Holiday, The New Yorker, 
Time and Town & Country, and 
full-page ads will run regularly 
in Automotive News and Motor, 
starting this month. 

J. M. Mathes, Inc., is the agency. 


| New Yorx—Austin Motor Com- | 
| pany Ltd. (England) opened a 
campaign for 1948 models with a y : 

: Advertisers Service Company, 
full page in the New York Herald |Pawtucket. BR. £, has been ap- 


ceoshinn hore and the} pointed to handle the advertising 


: Newspa- | of Philip Dwares Company, Paw- 
per announcements in other cities |tucket, Chrysler-Plymouth  dis- 


will break later. tributor. Newspapers and radio 
Copy stresses that Austin is| will be used. 

“Great Britain’s largest builder of | — 

large motor cars,” and describes Standard Oil to O’Brien 

four of them: the Princess, Sheer- O’Brien Advertising Ltd., Van- 

line, Devon and Dorset. The an-| couver, B. C., has been named to 


To Advertisers Service 


brpersenenne pies include New York/ direct the advertising of the 
‘delivered prices, with duty and/ Standard Oil Company of British 
‘federal taxes paid, ranging from | Columbia. 

pare to $1,470. Austin is ex-_ we 

pected to spend from $1,500,000 to Increases Ad Rates 

| $2,000,000 in its first annual cam- | Effective March 1, Southern 


| paign in this country (AA, Sept. 
| 29). 

| The magazine schedule will in- 
clude color copy in Esquire, For- 


Lumber Journal and Building Ma- 

|terial Dealer, Jacksonville, Fla., 
will increase its basic page rate 
from $100 to $110. 
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MONSEN-LOS ANGELES 


928 South Figueroa Street 
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Factory-Dealer 
Unit Voted Down 
by Motor Makers 


Will Cooperate 


with Dealers in 
Broad Program 

Detroit—The Automobile Man- | 
ufacturers Association and Na- 
tional Automobile Dealers As- 
sociation have decided to go their 
separate ways, as far as joint 
committees are concerned, but to 
confer at any time when specific 
problems confront the two major 
trade groups. 

Details of a conference between 
the two associations last month, 
held behind closed doors, were re- 
vealed after it was reported that 
the manufacturers had _ turned 
down an NADA request that a 
joint committee on factory-dealer 
relations be set up. 

This subject was not even 
broached in the meeting, the con- 
ferees declared, adding: 

“In fact, the general opinion 
was that more progress probably 
would be made in all endeavors 
both non-controversial and con- 
tractual if no joint committees 
were established. Resort to the 
informal conference plan, as im- 
portant matters arise, was be- 
lieved to be the best method of 
approach to effective cooperation. 
As repeatedly emphasized by 
President M. O. Anderson, NADA 
is strong now and must maintain 
its individual identity.” 


Seek Greater Cooperation 


In a joint statement following 
their conference, the AMA and 
NADA said in part that: 

1. The directors decided that 
more cooperation is desirable in 
the non-competitive area between 
dealers and manufacturers in 
helping solve problems “arising 
from the nation’s use of the new 
all-time peak of 37,000,000 
vehicles.” 

2. The primary basis of this 
cooperation “will be the support 
of programs that will increase 
their ability to serve the nation 
by providing safer, more efficient 
and more economical highway 
transportation.” 

3. Many programs, such as 
driver training in high school, 
iriver examination and vehicle 
inspection, need added _ support, 
particularly at state and _ local 
levels. 


Must Modernize Highways 


4. The nation’s highway net- 
work must be modernized, based 
n careful determination of needs. 
‘In recent years, as a result of the 
liversion and dispersion of high- 
Way revenues, motorists have 
veen paying more than their 
proper share of highway costs.” 

9. The public must be yiven 
hore information on “the ele- 
mental 4nd fundamental business 
‘nd social concepts” basic to the 
fconomic service now rendered by 

makers, distributors and 
4sers of motor vehicles. 

6. Increased cooperation  be- 
‘ween dealers and manufacturers | 

reas of public interest should | 
€ achieved to the maximum ex- 
t possible through existing | 
48€ icles, such as the Automotive | 
‘alety Foundation, National High- 
Users Conference and Inter- 
istry Highway Safety Com-| 
it ee, 


Dealer-Factory Councils 


“The representatives of both | 
‘ganizations clearly recognize | 
factory-dealer relationships | 
contractual character are in- | 
vii sically competitive in nature | 


and should remain so. Conse- 
quently, all problems in this area 
must be dealt with by each sep- 
arate company and its dealers. 
While all of the NADA and AMA 
representatives present accepted 
this fundamental concept, the 
NADA representatives urged the 
establishment by each vehicle 
company of dealer-factory coun- 
cils, but AMA representatives 
pointed out the necessity of each 
company’s dealing separately with 


petitive relationships involved in 
the direct factory-dealer arrange- 
ments.” 

The conferees included 10 rep- 
resentatives of the auto makers, 
led by George Romney, managing 
director of AMA, and five dealers 
from NADA, headed by Mr. An- 
derson. 


WGN Appoints Preston 


Walter J. Preston has been ap- 
pointed commercial program di- 


Duane Jones Resigns 
Conflicting Accounts 


Because of conflicting accounts, | 


Duane Jones Company, New York, 
has resigned the accounts of the 
Iodent Chemical Company, maker 
or Iodent tooth paste, and Wilbert 
roducts Company, maker of “No- 
Rub” floor wax and furniture 
polish and Wyandotte cleanser. 
Wilbert’s Wyandotte cleanser 
conflicted with Babbitt’s cleanser, 
which has been handled by the 
Jones agency for some time, and 


49 


the agency’s newly acquired 
Kolynos tooth paste and tooth 
powder account, products of the 
Whitehall Pharmacal Company. 


| ADDRESSING = PT 


2-4 iY “2 
re BS 


‘THE LETTER SHOP, Inc. 


481 &S. Dearborn St., Chicago 5, Illinois 


this proposal because of the com- 


|rector of Station WGN, Chicago. 


Iodent tooth paste conflicted with 


Near Crisis at Oxtord Paper Company 


by ‘Pony Barlow 


| B. FRANKUN || 
Sw 3 


S Franklin knew, nothing con- 
tributes more to the educa- 
tion of a free people than the 
printed word. But even Franklin, 
were he alive to celebrate Printing 
Education Week, January 11-17, 
would be amazed at the vast 
amount of paper now produced 
to foster broader knowledge 
through printing. 


At the Oxford mill in Rumford, 
Maine, for example, more than 
1,000 miles of fine papers are 
produced every 24 hours, and 
quality is scrupulously guarded all 
along the line by numerous labo- 
ratory and production tests daily. 


In this high-speed, high-quality 


TENSE MOMENT DURING- PRINTING EDUCATION 
WEEK! PORTRAIT OF B. FRANKLIN TURNS RED AS 
OXFORD REFUTES HIS MAXIM,"HASTE MAKES WASTE” 
BY CONVERTING LOG INTO QUALITY PAPER. IN 
31% HOURS INSTEAD OF CUSTOMARY 32 HOURS! 


production, Oxford enjoys many 
advantages. The mill is located in 
the heart of America’s finest pulp- 
wood section. 


Add to this the skill of our 
veteran craftsmen, more than 
600 of whom have been making 
Oxford papers for twenty years 


N 
. OLFORD PAPERS J 


L 


a 


oO 
c 


or longer. Some families have 
three generations in the mill —a 
heritage of fine papermaking that 
is beyond price. 


So when you want a print job 
you can be proud of, specify 
Oxford. Sold by 


good paper 
merchants in principal cities. 


Included in Oxford’s line of quality printing and label papers 
are: Polar Superfine Enamel, Maineflex Enamel Offset, 
Maineflex CIS Litho, Mainefold Enamel, White Seal 
Enamel, Engravatone Coated, Carfax English Finish. 
Super and Antique, Aquaset Offset and Duplex Label. 


OXFORD PAPER COMPANY 


230 PARK AVENUE, NEW YORK 17,N. Y. 


MILLS at Rumford, Maine 
and West Carrollton, Ohio 


WESTERN SALES OFFICE: 
35 East Wacker Drive, Chicago 1, Il. 


DISTRIBUTORS 
in 48 Key Cities 
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Heads Coach Company 


J. H. Shields has been elected 
president of Superior Coach Cor- 
poration, Lima, O., builder of 
school coaches, passenger coaches, 
funeral coaches and ambulances, 
succeeding L. A. Larsen, who has 
been made chairman of the board. 
Mr. Shields has been executive 
vice-president of the company for 
the past seven years. H. W. Potter, 
assistant to Mr. Shields, has been 
named vice-president. 


TYPESETTING WANTED 


We are looking for one or 
two select customers who 
can use a modern, efficient, 
well-equipped typographic 
plant. Equipped for catalog 
and ad work. Please call 


Third Dr. I. Q. 
in Mars Spotlight 


Cuicaco— Mars, Inc., is ex- 
tremely careful to keep the radio 
audience unaware of the fact, but 
there is a new Dr. I. Q. 

During the 10 years the candy 
manufacturer has sponsored the 
quiz master, who is always find- 
ing someone or other in. the bal- 
cony, there have been three men, 
all Texans, starred in the NBC 
show. 

Before a new emcee takes over 
as Dr. I. Q., Grant Advertising 
makes sure that he will sound just 
like the old one. He studies the 
technique from records and some- 
times works with the retiring 
“doctor.” 

Present holder of the Dr. I. Q. 
title is Stanley Vainrib, former 
Dallas announcer. His predeces- 
sors: Lou Valentine, who is heard 
on Mars’ “Curtain Time” and is 


Behel & Waldie & Briggs 
Gets Two New Accounts 


Behel & Waldie & Briggs, Chi- 
cago, has been appointed to han- 
dle the advertising of John Wood 
Mfg. Company, Philadelphia, pro- 
ducer of gas water heaters, range 
boilers and underground liquid 
storage tanks. A campaign will 
be launched for Merion and Pen- 
field automatic gas hot water 
heaters, using business papers, 
consumer magazines, direct mail 
and retail selling aids. 

The agency also has_ been 
named to direct the advertising of 
Snow Plastics Corporation, Chi- 
cago. Plans are being made for a 
national advertising campaign for 
the new Snow gasoline mileage 
gauge. 


Joins Gregory & House 
Barbara Anderson Buford, for- 
merly home economics director of 
Pacific National Advertising 
Agency, Seattle, has joined Greg- 
ory & House, Inc., Cleveland, 


WASHINGTON — Because there 
were three shopping days just be- 
fore Christmas in the week of 
Dec. 27, against only two last year, 
department store sales in the U. S. 
jumped 27% in the final week of 
the year. 

The poorest showing, compared 
with the same week last year, 
was Newark’s 8% gain—the aver- 
age for all cities the preceding 
week and better than the average 
for the first 11 months. 

The gains ranged up to 56% in 
Birmingham, 46% in New Orleans 
and 45% in Denver. The Atlanta 
(sixth) reserve district had a 42% 
gain. The New York and Boston 


DEPARTMENT STORE 
_~ SALES INDEX 


1935-39 EQUALS 100 


Dolph Crawford, Web. 2419. ‘adio director of Grant’s Chicago| where she is writing radio com- 
office, and James McClain, now an | mercial copy for the Fisher foods 

Episcopal minister. programs. 
| NS iN cianaamanaaaiea soaehiaidenaliadiieiatnamendiaeiaiastind 


Week to Dec. 27, °47* .p357 


Hospital Management has the largest net paid 
hospital circulation ever obtained by any publica- 


tion, at any time. . 
tion among hospitals in the L 


B® % 


publicat ion. 


ple in hospitals, provides advertisers with the larg- 
est coverage by far of all buying factors ever 
obtainable in the great hospital market. 


specific facts and figures, write for the free booklet 


“Touching All the Bases”. 


- 


evs aac A c 
Wesel, 
DEPT MEAD Tee 


“Oe 


. including 502 more circula- 
), S. than the 2nd 
This greater circulation, 
coupled with its wider readership among key peo- 


For 


If you need the favoring word and specific recom- 
mendation of the department head—nurse super- 
visor, pharmacist, dietitian, housekeeper, laundry 
superintendent, maintenance engineer, office man- 
ager or any of the other important executives who 
make up the hospital administrative organization 
— then you will be able to benefit through the 
multiple readership developed by Hospital Man- 
agement’s unique editorial program of depart- 
mentalized information. 


\ MOSPITAL 
FEPT HERP 
{ 


ee \ 
7O WOSPITALS fee i 
2 : : : an * 
St ail oO al 
| SUPERINTENDENT / 
xX te 


100 E. OHIO STREET, CHICAGO 11 


The Only Hospital Publi- 
cation which is a member 


of both the ABC and ABP 


Week to Dec. 20, ’47*. .575 
Week to Dec. 28, ’46*. .281 
Week to Dec. 21, ’46* . .532 
Month of Nov., 47... .300 
Month of Nov., 46... .271 


*Not adjusted seasonally. 
. pPreliminary. 


districts had 15 and 16% increases, 
and those were the least reported. 
As a result, two cities which in 
the first 11 months were 1% off 
from last year probably will prove 
to have equaled their 1946 dollar 
volume when the board’s 12- 
month totals for 1947 are report- 
ed. These two are Nashville and 
Wichita. The only other city with 
a loss for 11 months is New 
Haven, down 2% for the period. 
Its December sales were insuffi- 
cient to make up that deficit for 
the year as a whole. 

Highest gain over 1946 in the 
first 11 months of 1947 were the 


following: District 3 (Philadel- 
phia), 10%; District 9 (Minne- 
apolis), 10%; Detroit, 12%; Du- 


luth-Superior, 12%; St. Paul, 11%. 


Federal Reserve Figures on Department Store Sales 


Yr.-to-Yr. % Change 


1947 Mo. Wk. 

Federal Reserve Jan.- of Dee 
district and city Nov. Nov. 27 
UNITED STATES.. 7 p7 27 
Boston District.... 6 p3 16 
New Haven --2 7 14 
BOOtGD  .cissceds x 6 17 


Springfield 
Providence ..... 
New York District 9 


on 
— 


DOE. 4 6 hee 5 —-1 
MPEG ibe dace’ S 5 9 
ie Sy 10 3 0 
Rochester ...... 8 4 9 
ee | 6 1 21 
Philadelphia Dist.. 10 p12 0 
Philadelphia .... 10 13 33 
Cleveland District 9 7 28 
ye Seer 5 9 21 
COPOCMBEAT. «oss 7 10 27 
CHOVOGIENS 6a snes 7 9 35 
Columbus ....... 5 6 22 
0 7 9 32 
Pittsburgh ...... 10 —4 * 
Richmond District. 3 3 28 
Washington 2 2 30 
pk 2 0 22 
Atlanta District... 3 6 42 
Birmingham . 6 16 56 
EE:  wady dae ess Ss 0 » 
pS eee 2 6 28 
New Orleans.... 8 14 46 
WMaenville 2... 6. —-1 1 38 
Chicago District... 9 10 30 
SM Vic. ad cae 8 7 30 
Indianapolis .... 4 6 27 
SOE ‘xo 's:5 04 004 12 15 38 
Milwaukee ..... 5 8 29 
St. Louis District. . 7 11 3 
Little Rock ..... 0 10 41 
Louisville ...... 10 16 37 
ee ere 7 9 25 
Memphis ....... 2 6 36 
Minneapolis Dist... 10 p7 . 
Minneapolis .... 6 3 * 
Mey WOU ics cavers 11 3 * 
Duluth-Superior. 12 16 * 
Kansas City Dist.. 7 pill 34 
SPUMNOE. cvacocess 10 11 45 
WERE. dcdesves —1 8 16 
manssé City .... Ss 3 27 
BE, JOSOBR. 6i.4s< Ss 9 * 
Oklahoma City.. 4 10 34 
WE Seisedacne 6 11 35 
Dallas District.... 4 12 36 
PE Sas a's 3.9 604% 0 5 21 
Fort Worth .... 6 9 3 
PEOUBEGN ccéiccae 9 28 ¢ 
San Antonio..... 4 9 42 
San Francisco Dist. 6 p3 30 
Los Angeles Area 5 p—4 26 
eo Ae 5 11 e 
San Francisco... 2 —1l1 28 
POrtiahe § ...cccs 10 pll 34 
Salt Lake City.. 7 7 31 
a eee eee 4 p2 25 


r—Revised. 
p—Preliminary. 
*Data not available. 


Forms Charity Firm 
Detecto Scales, Inc., Brooklyn, 
has formed a separate corporation 
which will operate for the exclu- 
sive purpose of dispersing funds 
to charitable organizations. The 


officers of the new organization, to 
*|be known as Jacobs Bros. Fund, 


Inc., are A. J. Jacobs, president; 


Samuel M. Jacobs, vice-president; 
David S. Hammerman, treasurer, 
and Maxwell E. Jacobs, secretary. 
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“QUALITY NEON 


— 


3500 NEON AVENUE 
REPRESENTATIVES IN ALL PRINCIPAL CITIES 


; Read the exciting story of “big time’’ merchandising ot 
point of sale and how you can build maximum sales 
__ with Brand Identification Signs. 
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Dodge Division 
Sfarts Record 
Truck Campaign 


Detro1t—The Dodge division of 
Chrysler Corporation got off to a 
fying start last week with the big- 
gest advertising campaign in its 
history for Dodge “Job-Rated” 
trucks. 

First announcement of the new 
line was made in a full-color 
spread in the Jan. 10 Saturday 
Evening Post. And the same day 
that the Post reached newsstands 
and home subscribers, Dodge deal- 
ers started showing the new 
trucks. Dealers throughout the 
country tied in with the launch- 
ing of the nationwide campaign by 
scheduling various local promo- 
tional activities. 

The record national drive calls 
for additional spreads this month 
in Business Week, Collier’s, Na- 
tion’s Business, Newsweek, Path- 
finder, Time and United States 
News. 


Will Use Other Media 


Other media on the ’48 list, ac- 
cording to L. F. Van Nortwick, di- 
rector of truck sales, include eight 
farm magazines and 57 trade, vo- 
cational and truck transportation 
publications. More than 8,000 post- 
er boards throughout the country 
will carry the Dodge announce- 
ment, as well as the imprint of 
local dealers. 

Dealers also will tie in, during 
January, with cooperative news- 
paper ads of 1,000 and 600 lines 
in dailies and weeklies. Dealers’ 
names will be included in this 
series. 

The Chrysler division is mailing 
a Dodge “Farm Pictorial’ to RFD 
boxholders in predominantly agri- 
cultural sections, highlighting new 
and exclusive truck features which 
are of special advantage to farm- 
ers. The January-February issue 
of the company publication, “Job- 
Rater,” will announce the new 
truck line. Dodge estimates it is 
mailed to 92% of all truck owners 
in the United States. 


Plans Dealer Sessions 


Advertising and sales strategy 
will be outlined to dealers at 60 
meetings scheduled this month. 
The dealers are tying in with the 
national program with public 
demonstrations, direct mail, spot 
radio announcements and window 
displays. 
At a preview dinner here, the 
figures “248” in sculptured ice 
dramatized the number of basic 
gross vehicle weight chassis mod- 
ls which comprise the 1948 line. 
Various aspects of the program 
were described by L. L. Colbert, 
resident of the Dodge division; 
£. C. Quinn, sales manager; Mr. 
Yan Nortwick, and Ross Roy, pres- 
dent of Ross Roy, Inc., Detroit 
gency which handles the Dodge 
tuck account. 


Monsanto Ups Somogyi 

Erwin G. Somogyi has been 
lamed to the newly created posi- 
Yon of assistant director of re- 
“arch of the plastics division of 
fonsanto Chemical Company, 
‘ringfield, Mass., in charge of 
tocess development. For the past 
tar he has been in charge of 
Qree plant investigation groups 
and the analytical laboratory at 
Me company’s Monsanto, IIL, 


Mall, 


FC&B Promotes Heller 


Donald H. Heller has been 

ied head of the media depart- 
he it of Foote, Cone & Belding, 
ma Francisco, succeeding Stuart 
may ding, who has resigned. Mr. 
“eller has specialized in research 
nc media since he joined the’ 
’ency in 1946. | 


isterdam Press, 


Robbins Quits Airline 

J. Stanton Robbins has resigned 
as vice-president and European 
general manager in London, of 
American Overseas Airlines, Inc., 
New York. 


Joins Amsterdam Press 


Louis R. Miller, formerly sales 
promotion manager of Safran 
Printing Company, has joined Am- 
Detroit, as vice- 
president in a sales and service 
capacity. 


National Ad Take 
of Weeklies Set 
at $9,590,385 


New Yorx—The American Press 
Association said last week that 
the national advertising carried 
by weekly newspapers during 1947 
amounted to 298,367,552 lines, or 
$9,590,385, exclusive of coopera- 
tive advertising. 

Comparable figures for former 


years have not been compiled. 

The weekly association reported 
that coal and cooperative adver- 
tising was difficult to measure, but 
estimated that weeklies received 
about $40,000,000 from these clas- 
sifications last year. 


Appoints Alfred Blake 


Alfred J. Blake, former head 
of his own public relations com- 
pany in New York, has been ap- 
pointed public relations director 
of the Uniformed Firemen’s As- 
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sociation, New York, succeeding 
Frank Lee Donoghue, who has re- 
signed to become director of the 
New York City Department of 
Commerce. 


When you need @ BIRTH LIST 


Remember 


WILLIAM F. RUPERT 
Compiler of national birth lets 
EXCLUSIVELY for the past fifty years. 


90 Fifth Ave., New York 11—CH 2-3757 


You get more advertising up at the point-of-sale with 
Myst1k “Self-Stik’’ Signs—because Mystik is easy to 
put up. Since 1931 nearly 10 billion Mystik signs and 
specialties have been used to create sales of many types 
of products. MystTIk is the famous patented printing material 
with the self-stik adhesive back. To display a Myst1k 
sign, just peel off the protective backing and press it on. 
Easy to remove, too. Let us show you how Mystik will 
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work fox you. Phone or write now. 


"Trade Mark Registered 
Mystik Print Patented 


(Message on both sides) 
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Dunk CANADA.D DRY “Burrrag 


CHICAGE Sow —_ C0. 
mw ji 


FREE: Write for 20-page brochure of Mystik ideas and other 
suggestions for point-of-sale advertising that sells. 


In Point-of-Sale Advertising 


2639 N. KILDARE « CHICAGO 39 « SPAULDING 1600 «© In New York: 1775 Broadway — Offices in all other Principal Cities 
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Agency Incorporates 

Charles L. Rumrill & Co., 
Rochester advertising agency, has 
been incorporated as Charles L. 
Rumrill & Co., Inc. Officers of the 
company are: Charles L. Rumrill, 
president; J. Lawrence Kennedy 
and Samuel H. Weinstein, vice- 
presidents; Herbert R. Hanson, 
secretary, and G. Grantly Walling- 
ton, treasurer. 


Names 2 Vice-Presidents 


Warren H. Chittenden and A. 
Hilton Ritter, both account execu- 
tives, have been appointed vice- 
presidents of Zimmer-Keller, Inc., 
Detroit. 


ee 


COMPANY 


11-17 SO. DESPLAINES ST. © CHICAGO 6, ILL 


‘U. S. News’ and 
“World Report’ 
Are Merged 


WASHINGTON — United States 
News Publishing Company last 
week announced, via full pages in 
13 newspapers in 11 cities, that 
with the next issue U. S. News 
and World Report would be 
merged, under the title U. S. 
| News-World Report. 

It is no longer possible, the 
company says, to divide national 
and international news, and a 
spokesman denied that financial 
|reasons dictated the merger. 

World Report was founded in 
May, 1946, and has had 125,000 
circulation, with a guarantee of 
100,000, which the ad called “a 
phenomenal record in the history 
of news magazines.” 
| The advertisement said that the 


a substantial increase in circula- 


“later this year” an increase in 


tising rates would be announced. 


| both magazines. 


-O’Connor Promoted 


| 


combined magazine will represent 


tion above the present 300,000 | 
guarantee of U. S. News, and that | 


circulation guarantee and adver- 


Some 25,000 people subscribed to 


| James F. O’Connor has been 
|appointed business manager of the 


Pittsburgh Post-Gazette. 


He will 


| continue, also, as personnel direc- 


|tor of the newspaper. 


MUTUAL NEWCOMER—William J. Hearin Jr., general manager of WABB 

and WABB-FM, signs a contract affiliatin 

station with MBS while Edgar Kobak (right), Mutual president, looks on. Inter- 

ested bystanders are Robert A. Schmid, MBS vice-president for station relations, 
(left) and Charles Godwin, station relations manager for the net. 
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St. Louis Women 
Launch Annual 
Proetz Ad Award 


Str. Lovis—The Erma Proetz 
Award, annual project of the 
Women’s Advertising Club of St. 
Louis, is getting under way, with 
Mrs. Robert A. Willier, partner in 
Robert A. Willier & Associates, as 
chairman of the award committee. 

The award was started by the 
club in 1945 in memory of the late 
Erma Proetz, a vice-president of 
Gardner Advertising Company, 
vice-president of the Advertising 
Federation of America and at one 
time president of the Women’s Ad- 
vertising Club here. 

Advertising women who have 
produced original work in any me- 
dium are eligible to enter the con- 
test; copy, art, photography or 
other material for use in direct 
mail, newspapers, magazines, tele- 
vision, radio or other media will 
be accepted. The idea, rather than 
elaborateness of presentation, will 


the new 5,000-watt Mobile, Ala., 


Tele-Tone Plans 
Drive for New Set 


New York-—Tele-Tone Radio 
Corporation, which last week an- 
nounced the postwar return of a 
$9.95 radio set, will increase its 
advertising budget approximately 
50% this year. 

In late January full-page and 
1,000-line ads will be scheduled 


ee ee ee ee ee ee 


FRANK TALKS (No.1) WITH PRINTING 
BUYERS...ahout running a printing 


plant in times like these 
by I. S. Berlin 


Obsolescence, Mr. Printing Buyer, is a subject of endless argu- 
ment in the printing business. We invest $75,000 in a machine and 
the Treasury folks tell us we can retire the machine in 15 years... 
which means we can write off $5000.00 a year. But if printing buy- 
ers like you and printers like me were laying down Treasury rules, 
we could argue long and hard and honestly for a faster write-off. 
Obsolescence—not wear—is the determining factor of the life of 
printing equipment. A newer, faster press produced in the next few 
years can make the unwritten-off investment a cold loss. 

But Treasury folks are quite content for printers to take their 
own chances on obsolescence. So what to do? . 

At our plant, we do this. That $75,000 press and all the others 
go to work at once and keep working 24 hours a day. In a race against 
obsolescence—you can’t afford the luxury of letting precious hours 
go by without your $75,000 babies earning their salt. 

And that’s another management reason why we aren’t caught 
holding the bag when a better press comes along. It’s another reason 
your printing dollar buys more in quantity and quality. 


I.S. BERLIN PRINTING & LITHOGRAPHING Co. 


THE MARSHALL-WHITE PRESS 
Telephone Webster 3200 


Chicago 7, Ill. 


LLL 


be given first consideration, ac- 
cording to the award chairman, 
Entries will be judged on the basis 
of originality, timeliness, sound- 
ness of appeal, good taste and 
over-all effectiveness in achiey- 
ing the stated objectives. 


in newspapers in key markets 
promoting this receiver as well as 
the $16.95 table model Tele-Tone. 

Also expected to appear on the 
market this spring isthe com- 
pany’s table model television set, 
‘which S. W. Gross, Tele-Tone| The award will be presented 
| president, said will be = “surpris- (for the best work done between 
‘ingly far below the price of any | March 31, 1947, and April 1, 1948) 
other television receiver” now |at a joint luncheon of the wom- 
available. , 'en’s and men’s advertising clubs 

The manufacturer, through Les- | next spring. Closing date for en- 
ter Harrison, Inc., is planning an|tries is midnight postmark April 
introductory campaign for the|10. Entry blanks may be secured 
video set. Magazines, outdoor— | from aang aie . mg Pago 

: i ; : |adclubs or from Mrs. Willier, 7 

wa eared spot’ radio—will be | Chestnut St., St. Louis 1. 

Tele-Tone, which expanded its | i 
plant last year, produced upwards | 
of 1,000,000 radios’ in 1947. 


Appoints Collier 


Forrest L. Collier Jr., formerly 
| with the News-Leader, Richmond, 
'Va., has been named — ad- 
. ‘ vertising manager of the News, 
Herald’ Names Carter Charlotte, N.C. 

Joseph M. Carter Jr., | chi cetiteanioeiah 
|ing manager of the Herald, Au-| ° s 

'gusta, Ga., has been appointed | Appoints Combier 
/business manager of the newspa-| Frederick P. Combier has been 
‘per. He will continue to direct | appointed manager of branch sales 
‘the advertising department. |of the wire and cable department 
|of United States Rubber Company, 
|New York. 


Barnard Joins Logsdon 


| Myrtle L. Barnard, formerly ad-| Opens New Show Rooms 
vertising director of Castle & As-| Byer-Rolnick Company, Gar- 
sociates, Inc., Chicago employ-| land, Tex., will open show rooms 
‘ment agency, has joined Logsdon | and central U. S. sales headquar- 
'Personnel, Chicago, as director of | ters for Resistol hats in the Lytton 
advertising placement. | building, Chicago, on Jan. 15. 


Onset Spates * 


YOUR 24-SHEET POSTERS | 
More economical reproduction 
by our modern methods! 
Glean-cut, compelling new 
live reproduction! . 
Brighter, more vivid c 
Ask our representative to call. 


REPRODUCTION CORP 


780 North Jackson St., 


Milwaukee 2, Wis. 

EXCLUSIVE WEST COAST REPRESENTATIVE : 
CARTER & GALANTIN, INC. 

315 W. 9th ST., LOS ANGELES — TUCKER 4335 
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Dockerty Plans 
Cooperative PR 
for Caribbean 


WASHINGTON — A Washington | 
piblic relations expert is inviting | 
private and governmental groups 
to confer here in May on a $500,- 
000 advertising and public rela- 
tions program to promote the) 
trade and tourist possibilities of 
the Caribbean area. 

Back from his fourth survey 
trip in less than a year, Charles T. 
Dockerty, president of Public Re- 
lations Engineers, says the Carib- 
bean is about to boom—and that 
American interests will find them- 
selves playing second fiddle un- 
less they get some action soon. 

Prospective changes—largely in 
tourist facilities—range from a 
tropic divorce mill, through game 
fishing, to a possible industrial 
development. 


$200,000 Budget? 


For several years, Caribbean 
governments have attempted to 
agree on a Caribbean tourist de- 
velopment association with a 
$200,000 budget. Dockerty hopes 
that the private interests present 


at his proposed conference will | 


push these plans to completion— 
with an even larger budget. 

His proposal involves territories 
controlled by the French, Nether- 
lands, British and U. S., as well 
as the republics of Cuba, Haiti 
and the Dominican Republic. 

Reports which Dockerty will 
present at the conference will cite 
many projects under way. Among 
them are the large new hotel at 
San Juan, Puerto Rico, under man- 
agement of Hilton Hotel Corpo- 
ration; a luxury yacht cruise 
service through the West Indies; 
charter seaplane service in the 
Virgin Islands, and a $1,000,000 
private club in the British West 
Indies. 


To Stage Tour of Area 


Dockerty hopes to stage a “con- 
ducted tour” of the area for a 
caravan of from 30 to 50 private 
planes early this spring. Designed 
to dramatize Caribbean vacation 
possibilities for the air-minded, 
the tour is expected to provide 


copy for magazines and newspaper | 


feature sections—and for Dock- 
erty’s exhibits at the May con- 
ference. 

Indicative of the reawakening 
of the Caribbean in the postwar 
period are current efforts to fill 
the $10,000 tourist director’s post 
for Puerto Rico, a position long 
vacant. With a 10-year tax am- 
nesty plan, Puerto Rico is also 
anxious to get its story across to 
business men. 


Boys’ Wear Industry 
Plans ‘48 Promotion 


The Boys Apparel Buyers As- 
sociation, the Association of Boys 
& Students Clothing Manufactur- 
ers and the Boys Apparel & Ac- 
cessories Manufacturers have 
none to form a new fashion 

council. The new group is plan- 
ning a fashion showing for press, 
b lyers and manufacturers called 

‘\ Boy and His Clothes,” which 
Will be produced by Billie Gould. 
New York. 

A promotion kit, highlighting 
te merchandise to be shown in 
tbe show, is now being prepared 
lr use by retailers and will in- 
‘ude window display ideas, pub- 
ity releases, photographs, radio 
mmercials, etc. Plans are also 
ane way for “National Boys’ 

eek.” 


ixpands Coverage 
_ De Laval Separator Company, 
ew York, which has been testing 
five-minute radio program on 
veral New York stations, will 
ace the program in farm markets 
‘ .roughout the country on a dealer 
‘)-op basis. This advertising, the 
Company’s first in radio, was 
!.aced through Donahue & Coe. 
Sew York. 


Lion Oil Prepares Film 


Lion Oil Company, El Dorado, | 


Ark., has prepared a 16 mm. 25 
minute color motion picture, en- 
titled “Revolution in the South,” 
which tells the story of the part 
the company has played in the 
growth and development of the 


Names MacMahon . 


Vincent P. MacMahon, formerly 


| picture editor of Carl Byoir & As- | 


sociates, New York, has been 
named eastern representative of 
Special Correspondents, Chicago 
publicity release firm. He will 
make his headquarters at 17 E. 
48th St., New York. 


Ad Council Backs 
Safety Drive 


New YorK—Some 3,500 news- 
papers have received proof sheets 
of advertisements urging Ameri- 
cans to “be careful—the life you 
|save may be your own.” These 
ads were prepared by the Adver- 
tising Council in cooperation with 
ithe National Safety Council as a 
part of a nationwide campaign. 

Aim of the drive is to make the 
public aware of the heavy acci- 
dent toll in this country, particu- 
larly during the winter months. 

Copy was prepared by the Chi- 


|cago office of Young & Rubicam, | 


‘the Advertising Council’s volun- 
| teer agency for the drive. Wesley 
Nunn, advertising director of 
Standard Oil Company of Indiana, 
is coordinating the drive and Miss 
Helen J. Crabtree is the council’s 
staff executive for the project. 


Names Victor Agency 
United Steel Products Corpora- 


has named Louis Victor Agency, 
Hollywood, to handle its advertis- 


mail will be used. 


tion, Los Angeles and Jefferson- | 
| ville, Ind., maker of Lustra Lume, | 
‘aluminum slats for venetian blinds, | 


ing. Trade publications and direct | 


* YOUR DIRECT MAIL* 


the day you want it 
the way you want it 
eee 
Direct Mail Specialists 
eee 


. Multi raphin 3 Mimeographi 
silt . hadrons ” 


Address Af. Lists 
* ¢ /Addressograph Liss 


CALDWELL 


LETTER SERVICE 
5 WEST ONTARIO STREET 
fp ee 8154 Chicago * 


pa NG 


YOUR AD SAYS “BLY” 


National advertising can and 
But that isn’t enough. 


does create the desire to buy. 


It takes local stimulus to clinch the sale—Mr. Prospect must 


be told where to buy. 


And that’s the job of dealer 


help direct mail... 


to tie in with the national advertising program and 
lead Mr. Prospect to his local source of supply. 


Left to his own devices, the average retailer won’t undertake 
a full fledged direct mail program. Most of them have neither 
the facilities nor the know how. 


And even if you supply them with the material, free or other- 
wise, it’s a good bet that most of it never reaches the public. 


But with Donnelley’s complete direct mail service—including 
supplying the mailing lists, planning the campaign, creating 
the pieces, printing the material, imprinting, addressing and 


BUT MR. PROSPECT ASKS 


“WHERE?” 


mailing—your dealers are spared the details of handling, and 
prospects get the right local stimulus at the right time. 


Your nearest Donnelley office will be glad to tell you more 
about this ideal method of handling direct mail promotion. 


OTHER DONNELLEY SERVICES: 


@ CONTEST PLANNING AND JUDGING—supported by years of 


experience in handling the nation’s major contests. 


@ SELECTIVE MARKET MAILINGS—proved by exhaustive tests, 


national, regional and local campaigns. 


@ MAIL-AW AY PREMIUM SERVICE—executed by an expert staff 
geared to handle volumes of requests quickly and efficiently. 


@ SAMPLE MAILINGS—mass 


or selective coverage, including the 


complete job of addressing, packaging and mailing. 


_ THE REUBEN H. DONNELLEY CORPORATION 


350 E.22nd ST. 
CHICAGO 16, ILL. | 


305 £. 45th ST. 


"NEW YORK 17, N.Y. 


727 VENICE BLVD. 
OS ANGELES 15, CALIF. 
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Steiger Reduces 
Hose Prices 14% 


New YorK— The recent 


Lewis Steiger Company, 


reach of the public, 


importers of the hose. 


The favorable tariff agreement, 
the Steiger Company’s willingness 


14% 
price reduction on imported Brit-| 
ish Byford “98’’ hose made by the 
New 
York, is typical of steps that must. 
be taken by all manufacturers if | 
price spiraling is to be halted and | 
consumer goods kept within the. 
economist 
Robert Nathan said here recently. | 

Mr. Nathan was guest speaker | 
at a luncheon given under the 
auspices of Abbey Imports, Inc., 


No. 1 Publication 
In a No. 1 Market 


woopD 


THOUSTRIAL MARK 
Industrial 
MARKET 


FOR DETAILED 
REFERENCE DATA 
ng’ 


DATA BOOK 


PRODUCTS 


|to take a smaller profit and 
ford’s willingness to take 


By- 
less 


profit, plus a scientific approach 


_to manufacturing, all 


make it. 


possible to sell these hose at a 


price that fits the purse of the 


/average American, Lewis Steiger, 
-head of the company, declared. 


pair. 


|Mass., shoe manufacturer. 


The price of the hose has been 
reduced from $1.75 to $1.50 a 


Knapp Acquires Packard 


Knapp Brothers, Boston, has ac- 
quired the capital stock of M. A. 
Packard Company, Brockton, 


The 


/company will produce Knapp shoes 
‘and the Packard shoes will be 
manufactured by Howard & Fos- 


|ter, Inc., Brockton manufacturer, 
'who has acquired the Packard 


trademark together with all lasts, 


dies, patterns and stock. 


Appoints Arnold Agency 

Arnold & Co., Boston, has been 
appointed to direct the advertising 
of Lincoln Foods, Inc., Lawrence, 


Mass. 


YOU MIGHT FALL A 


MILE, 


AND STILL LIVE’— 


BUT- 


“LUCK” WON'T 


GET YOUR 


a 


UTSIDE BROADCAST 
INTO WESTERN MICHIGAN! 


No, you just can’t be heard satisfactorily in Western Michigan when you 


broadcast from any outside point. 


of fading” which virtually stops reception of outside stations. 


The entire area is surrounded by a “wall 


But inside this wall the combination of WKZO in Kalamazoo and WJEF in 
Grand Rapids have achieved a standing of such importance that morning— 


noon and night 
these CBS affiliates. 
the 30 


stations “heard” 


would still lose over one-third of your potential audience! 


These facts are verified by the latest Hooper Report (Spring, 1947). 


we send you a copy? Write us, 


*Oy» lanuary 6, 1918, Capt. J. H 
t the 


10,000 feet 


BOTH OWNED AND OPERATED BY 


or ask Avery-Knodel, Ine. 


Hedley, 
plane dived under him, 


Chicago, fell out of an airplane 


and he 


FETZER BROADCASTING COMPANY 


AVERY-KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES 


better than one out of each three sets in use is tuned to 
In other words, if you were to use every other one of 
in the Kalamazoo and Grand Rapids areas, you 


May 


ata 
fell back into it! 


otherwise noted, all 


ludustrial Group 
Aero Digest 
Air Transport 
American Builder 
American City 
American Machinist ( 
American Printer 
Architectural Forum . 
Architectural Record 
Automotive Industries 

(semi-mo) 
Aviation Maintenance 
Aviation Week 
Bakers’ Helper (bi-w) 
od” a eer ene 
Better Roads 
Brewers’ Digest 
Brick & Clay Record. 
Bus Transportation 
Butane-Propane News 


Canner (w) 
Ceramic Industry .... 
Chemical & Engineerin 
News (CW) .ncaceces 
Chemical Engineering 
Chemical Industries . 
Chemical Processing 
BUOTOUW secwecccsis 
Civil Engineering 
Ey Ea eS ae 
Commercial Car 
Construction Digest 
Construction Methods 
Constructor 


Monthly (9%x14) 
Dairy Record 
Diesel Progress 
Distribution Age 


Electrical Censtruction 

Maintenance 
Electrical South 
Electrical West 
Electrical World 
Electronics 
Engineering & Mining 

Journal 


) SS ay re 
Excavating Engineer 


Maintenance ....... 
Fire Engineering 
WiGe COWUGP co ccc cece. 
Food Industries 
Food Packer .....-.+. 
Food Processing Previ 


bi-w). 


& 


Journal.... 
(bi-w). 


Contractors & Engineers 


(8%x11). 


Drug & Cosmetic Industry.. 
Electric Light & Power..... 


& 


Engineering News-Record 


Factory Management & 


ew 


publications are 


1947 


*69 
*27 
123 
107 

+416 

63 


104 
133 


bo 


~~ 
Ol en -2 00 me 
Qrwcw-) 


oo) a re ee rt ree *214 
ED) Aap catepe tao Sactacasade 45 
Gas Age (bi-w)............ 81 
Heating, Piping and Air 

Pe I eee 128 
Heating & Ventilating...... 81 
Ice Cream Review.......... 105 
Industrial & Engineering 

Chemistry (two editions). 162 
Industrial Finishing 

CROP TR) Chad ote areecse 90 
Industry & Power.......... 139 
BUOR. ABS CW cv vccceiissres *§22 
Machine Design ........... *233 
Machine & Tool Blue Book 

CSSA MO TED ves besessccceee 248 
Machinery .... 270 
Manufacturers Record» eee 1 
Marine Engineering & Ship- 

ree rae 2100 
Mass Transportation ....... 43 
Materials & Methods..... 142 
Mechanical Engineering 100 
Mechanization .......... 76 
BEGURL DUMIGMINE «0.0660 seee 84 
is oo) eee 116 
Milk Dealer ae Roe a 106 
Milk Plant Monthly. oie sion *68 
a a, ere ; 236 
Mining & Metallurgy....... 27 
Modern Machine Shop...... 271 
Modern Packaging he haa *143 
Modern Plastics ...... *165 
Modern Railroads ...... 27 
National Butter & Cheese 

Peer rere rer 57 
National Petroleum News 

Pe Kpic token pussies ise. 598 
National Provisioner (w)... 140 
National Safety News...... 60 
Oil & Gas Journal(w)...... *{|$503 
Operating Engineer ........ 118 
Organic Finishing ......... 12 
Packaging Parade (9%x12). 46 
Paper Industry & Paper 

WHORE wesc cddsericces cae 87 
Paper Mill News (w). .- *§§129 
Paper Trade Journal (w). . *§t230 
Petroleum Engineer 2138 
Petroleum Refiner 160 
Pit & Quarry...... *104 
to RCP CTP Ce EERE EL ene 218 
Power Plant Engineering. 118 
Practical Builder (10%x15). 27 
POR eee edidlassoeees ‘ 63 
Product Engineering ... - *268 
Production Engineering & 

Management vous 72 
Products Finishing ‘(4% x65) 81 
Progressive Architecture 72 
«Pee 247 
Quick Frozen Foods & the 

Locker Plant ....... 69 
Railway Age (w)..... #211 
Railway Engineering & 

Maintenance....... - 55 
Railway Mechanical 

Engineer ........ , 120 
Railway Purchases & 

DO: «ives 4igaee 96 
Railway Signaling 30 
Roads & Streets. 76 
Rock Products Trt *§147 
| Sewage Works Engineering. 24 
Se |. tn eedeodearen 162 
| Southern Power & Industry. 81 
| Steel (w) soeewaet *)t458 
Telephone Engineer 60 
Telephony (w) *105 
Textile Industries 157 
Textile World 214 
Timberman *108 
Tool & Die Journal (5x74) 106 
Tool Engineer 70 
Traffic World (w) 120 
Water & Sewage Works 61 
Water Works Engineering 

(bi-w) , 51 
Welding Enginee: 64 
West Coast Lumberman *110 
Western Canner and Packer *58 
Western Construction News Au 
Wood Worker °7 
Woodworking Digest 

(4%x6} 2) *145 
World Oil *196 
World Petroleum 58 

Total 16,057 


December Pages 


1946 


16,450 


Year Pages 


1947 


592 
1,076 


1,640 
922 


1,192 
1,864 
1,021 


1,525 
7,143 
2,594 


3,306 
3,660 
615 
1,386 
482 
1,778 


523 


1,617 


1946 


1,609 
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10-inch type page. 


December Pages 


DECEMBER AND 1946-47 TOTAL AD VOLUME IN BUSINESS PAPERS 


These figures, compiled by Industrial Marketing, must not be quoted or reproduced without written permission. 
monthlies with standard 7- by 


Unl.-ss 


Year Pag: 


1947 1946 1947 1 46 

Trade Group 
Air Conditioning & Kefrig- 

eration News (w) 

| ee ae §\|t94 62 926 0 
American Artisan ......... 100 115 1,455 1,.45 
American Druggist ........ 90 124 1,837 2,500 
American Lumberman & 

Building Products Mer- 

chandiser (bi-w) ........ */148 *143 1,687 1,:60 
Boot & Shoe Recorder 

AOS *140 *162 2,649 b, 74 
Building Supply News...... 97 85 1,578 1,°48 
Chain Store Age— 

Administration Edition 

COMADIBATION ......45... §56 §82 379 87 
Druggist Edition ........ 65 67 1,327 1,445 
General Merchandise—Va- 

riety Store Edition...... 90 99 1,617 1,817 

Grocery Edition ......... 77 86 1,443 1,256 
Department Store Economist 71 87 1,075 1,309 
Domestic Engineering ..... 155 148 1,946 1,771 
Electrical Dealer .......... 51 54 812 114 
Electrical Merchandising 

ESS eee 140 15 2,198 1,913 
Electrical Wholesaling ..... *87 §102 1,253 1,099 
Farm Equipment Retailing. 81 53 903 601 
Farm Implement News 

A BB ee 147 138 1,995 1,858 
Fueloil & Oil Heat......... 120 89 1,431 1,046 
og |” ee ee eee 90 95 1,265 1,210 
CUD SE ve Gda stinks sa 21 14 230 154 
Hardware Age (bi-w)...... 249 298 5,223 4,988 
Hatchery Tribune & Feed 

DRE: -sc6 bane nace ed o> ws 577 646 
Hide & Leather & Shoes.. “osnta7s *§\)1 1,368 1,364 
Hosiery & Underwear 

i ERR OF enor 131 135 1,585 1,511 
Implement Record ......... 74 81 907 749 
Implement & Tractor (bi-w.) 155 124 2,059 1,660 
RENEE. woiesiksadeaneues ss 104 94 1,203 1,030 
Jewelers’ Circular-Keystone. 247 290 3,692 3, 780 
Knit Goods Weekly......... 7115 129 1,309 1,234 
Lingerie Merchandising .... 73 75 981 823 
Liquor Store & Dispenser... 58 74 722 849 
Meat Merchandising ....... 73 65 892 802 
Men’s Reporter ............ 97 114 1,611 1,910 
Pt MM 6560s eacesa S%s $445 $470 2,980 3,002 
| Le ere eee 117 125 2,000 1,805 
DU EG ion 6.65 hed hs 110 107 1,696 1,447 
| a 4 See 152 155 2,094 1,955 
NJ (National Jeweler) 

og |) er eye ee 202 271 3,247 3,753 
National Bottlers’ Gazette.. 13¢ 125 1,580 1,580 
National Furniture Review. 92 77 1,030 912 
Office Appliances (6 5/6x10) 154 149 »,033 1,892 
Photographic Trade News 82 99 1,135 1,211 
Plumbing & Heating 

eee eee ee 60 59 802 65 
Plumbing & Heating 

: ee ae 68 58 751 614 
Poultry Supply Dealer ..... #29 *35 387 441 
Radio & Television Retailing 64 83 1,063 1,035 
Sheet Metal Worker... 73 69 956 821 
Southern Automotive 

Pee 100 101 1,493 1,313 
Southern Hardware ...... 93 95 1,299 1,101 
Sporting Goods Dealer 33 158 2,679 2,296 
SUE AR. 556.64. 6c dare 093.86 41 44 789 594 
Super Market Merchandising 81 88 1,399 1,36 
Syndicate Store Merchan- 

diser (4%x6%) ss 62 100 »125 1,372 

TOGRE ces cdososs ee 5,804 6,111 80, 673 76,282 

Class Group 
Advertising Age (w) 

COUN MOGE Wak sccsesen cade 235 2,641 », 812 
American Funeral Director. 75 924 Sot 
American Hairdresser ..... 63 728 909 
American Restaurant 88 1,185 1,068 
Banking (7x10 3/16) ....... 59 723 764 
Chain Store Age—Fountain . 

Restaurant Edition ...... 22 24 378 315 
Cleaning & Laundry World. 37 26 423 38 
ee ee a i 126 139 1,659 1,698 
Fountain Service : 37 27 562 323 
Hospital Management 71 73 911 964 
Hotel Management ..... 88 93 1,388 1,305 
Hotel Monthly ......... : 52 51 598 604 
Hotel World-Review (w) 

Cee oncuse das deen *+41 °37 565 546 
Industrial Marketing . 93 103 1,231 1,302 
Journal of the American 

Medical Association *294 #284 3,942 3,839 
Laundry Age ......... 777 65 1,156 1,097 
Medical Economics 

COTA hace. 05.9.0 6.0 106 130 1,260 1,501 
Modern Beauty Shop... 79 97 1,172 1,247 
Modern Medicine (semi-mo) 

(3 oy) Pe eo eer 119 159 1,687 1,816 
Modern Theatre ......... 30 27 396 340 
Nation’s Schools ...... 54 53 772 815 
Oral Hygiene (4 5/16x7 3/16) 126 142 1,665 1,684 
Restaurant Management 72 76 1,030 917 
Scholastic Coach .......... 30 25 382 48 
School Executive—School 

Equipment News ........- 41 46 629 50 
School Management a 

(9%x11%) a) 26 21 295 71 
Supervision ........ ae 12 11 145 4 
What's New in Home ‘Eco- 

nomics ...... 65 65 1,031 

| er 2,163 2,294 29,478 29,744 

Export Group 
American Automobile (over- 

eee ae 51 44 932 24 
American Exporter (two edi- ‘ 

eee ree eee 384 387 5,622 4 
Automovil Americano 66 71 1,109 ] ; 
Caminos Y Calles.... 24 27 488 
Farmaceutico ; 58 62 843 + 
Hacienda (two editions) 121 116 1,551 ++ 
Hospital ......6-- sas 17 17 203 
Ingenieria Internaciona 

Gunsteus -cion ‘ 78 79 945 . 
Ingenieria Internac ional 5 

TmGustFia .nccccccsscces 106 106 1,352 
Officina Mecanica Moderna : ; 

(quarterly) .....--- , 91 127 406 ; 
Petroleo Interamericano 56 70 791 
Revista Aerea Latin- ae 

americano aa 21 8 289 
Revista Rotaria ‘ 12 9 117 
Spanish Oral Hygiene ; = 

(4 5/16x7 3/16) 38 00 575 
Taller Mecanico Moderno , 

(quarterly) 91 127 406 

Total 1,219 1,320 15,629 1 

*Includes classified advertising 

§Includes special issue. 

Last issue estimated 

+Last two issues estimated. 

tFive issues. 

{“Operating Engineer’ published its first issue in © 
ber, 1947. , 

1Figure for “Oil Weekly.” As of July, 1947, ‘Oil Wee 
became ‘World Oil.” 

2°Estimated. R : 

As of July 7, 1947, “Aviation” and “Aviation News 
incorporated into ‘‘Aviation Week.” 

4Bi-monthly in 1946 

5Not including “Petroleum Processing,”’ now published s 
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Business Paper 
Ad Volume Drops 
{.2% in 1947 


CHicaco—For the second year 
in a row, U. S. business publica- 
tions have suffered a loss in phys- 
ical advertising volume, although 
dollar volume is at record peaks. 

The loss for 1947 was 1.2%. In 
1946 they carried 2.7% fewer 
pages than in 1945. During the 
war they had registered big gains 
—25% in 1943, 23.3% in 1944 and 
13.8% in 1945. 

These figures are shown in In- 
dustrial Marketing’s business pub- 
lication advertising tabulations. 
With the new 1947 report, IM 
shows that in December the pub- 
lications had a 4% loss from the 
same month of 1946. 


Two Lose, Two Gain 


In -the past 12 months, two 
groups—trade and export publica- 
tions—scored gains over 1946, 
while industrial and class pub- 
lications showed losses. Together, 
the 132 industrials, 53 trade, 28 
class and 15 export publications 
carried 329,490 pages, against 333,- 
432 in 1946, the Industrial Mar- 
keting tabulation shows. Last 


Advertising Age, January 12, 1948 


PR Group Elects 
Harper President 


Robert E. Harper, advertising 
and public relations director of the 
National Association of Ice Indus- 


the National Capital Forge of the (“1948 is television year,” the Na- 


| tional Broadcasting Company is 
|prepared to go all out in promot- 
‘ing the medium. 

sumer Finance Association, vice- | 


American Public Relations Asso- 
ciation. Other officers elected are 
Paul L. Selby, executive vice- 
president of the National Con- 


president; Virginia Glenn, public 
relations consultant, secretary, and 
Earl Petty, William Neal Roach 


Trester, director of public policy 


| 


Associates, treasurer. Leonard W. | 


NBC Plans Heavy 
Drive to Push 
Television in ‘48 


tries, has been elected president of | 


| vision stations. 
NBC officials were unable to in- 
|dicate the scope of the drive, 


|NBC firmly in television as it is 
in radio. However, the budget is 


55 


,and trade publications, and Mur- 
'phy will use newspapers and trade 
| publications. 


which is aimed at establishing | 


| 


New York — Convinced that | expected to be “adapted and in- | 


This advertising campaign, the 


|plans for which are highly flex- 
| ible in order to meet television’s | 
changing needs, broke Jan. 5 with 


full-page advertisements in 37 


of General Outdoor Advertising |"€wspapers in 18 television cities. 


Association, has been 
APRA district vice-president. 


To Wildrick & Miller 


Cambridge Tile Mfg. Company, 
Cincinnati, maker of Suntile, wall 


elected |Copy was placed through J. Wal- 


ter Thompson Company. 

| In this ad NBC summarizes the 
‘growth of television during re- 
,cent months, urges broadcasters 
to get into video this year, out- 


/creased in line with major devel- 
opments in television.” 

Business publications will be 
used widely. 


To Steedle, Rankin 


Steedle, Rankin & Boyle, New 
York, has been appointed to handle 
| the advertising of Ho Chong Com- 
|pany, marketer 
Chinese teas, and Murphy Door 
/Bed Company. Ho Chong Com- 
/pany will use newspapers, radio 


| 


| 
| 
| 


of Ho Chong) 


| 


EXPORT 
TRADE & SHIPPER 


circulates entirely among export man- 
agers of American manufacturers and 
other foreign trade executives in the 
United States. 


@D THE LEADING WEEKLY @D 


for marine insurance companies, 
steamship lines, export publications 
and other advertisers having services 
to sell to American exporters. 


and floor ceramics, has placed its 
advertising with Wildrick & Miller, | and calls attention to the outstand- | ten thousand words.” Which do your 


lines plans for network operations 


ads have? Pretty words 


‘ing program features on NBC tele- | ideas? 


| ‘His Motto: “A good idea is worth 


Who the HELL is i 


or powerful 
ingredient ? 


Who the HEIL is 


“His Credo: ‘Copy is the ‘priceless in- 
gredient’ of advertising.’ Is your ad 
copy worth the price, or just another 


l’ 


year the report covered 175 pub- 
lications. 

During 1947, the industrials 
carried 203,710 pages, 4% fewer 
than the 212,213 they carried in 
1946. In the last month of the 
year they carried 16,057, a 2.4% 
loss from 16,450 a year earlier. 

The trade group carried 80,673 
pages, 4,391 or 6% more than the 
76,282 in the preceding year. In 
the final month they carried 5,804, 
off 5% from 6,111 pages in De- 
cember, 1946. 


Canadian Gain Is 5.3% 


The class group carried 29,- 
478, just 1% fewer than the 29,- 
740 in 1946. Last month they car- 
ried 2,163 pages, down 6% from | 
2,294 in December, 1946. 

Export publications carried 15,- 
629 pages in the year, a 2.8% gain 
over the 15,197 they carried the 
preceding year. In the final | 
month, however, they ran behind | 
7%—1,219 against 1,320 pages. 

Canadian publications fared | 
much better last year. Ejighty- | 
one Canadian publications carried | 
48,796 pages, a gain of 2,456 or | 
5.3% over the 46,340 they carried | 
in 1946. This gain was shared by 
all groups. Industrials were up 
48%, trade up 6.5%, and class 
publications up 4.2%. 


Shifts Four Executives 

Bill Schmitt, Chicago manager 
of Moloney, Regan & Schmitt, 
newspaper’ representatives, has 
been transferred to the San Fran- 
cisco office. He was Pacific Coast 
manager from 1942 to 1944 when 
the organization was operated as 
Paul Block & Associates. Karl 
Shull, with the company in Los 
Angeles, has been promoted to 
vice-president and manager of the | 
Chicago office. Clark Bigg, senior | 
Men in the Los Angeles office, | 
has been named Los Angeles man- 
ager, and Ernest Mennell, San 
Fr neisco manager, has _ been 
Wensferred.to the firm’s head- 
quirters in New York as assistant 
Sa os manager. 


Monsanto Ups Marple 
foward A. Marple, manager of 
le advertising, has been ap- 

© nted director of the newly cre- 

‘td advertising department of 

M nsanto Chemical Company, St. 

Le ais. R. Allan Gardner has been 

he ned assistant director. 


Names Pan American 
an American Broadcasting 
npany, New York, has been ap- 
bo nted exclusive United States 
'€) resentative of XORA, Shanghai, 
‘ na, English radio station. 


Dress Up Town... 


You buy the best hat you can, when 
the next new one may be more than a year 
away... And clipper captains reasoned that 
good shoes took no more space than cheap 
ones, when them fellers in Californy c’n 
afford it, anyway!... Distance and gold, 
the twin factors that influenced every early 
phase of San Francisco’s character 
explain the town’s addiction to fine 
feathers from the first. 

A list of basic measurements 
and a poke of dust, deposited with 
a ship's captain, brought back from 
Boston a gentleman’s wardrobe 
next year. Before long Eastern tailors 
sent representatives each season to the 
gold camps as Brooks Brothers send 
emissaries to Eastern colleges. In a few 
seasons, the order-taking tailors set up 
shop for themselves... English younger 
sons and remittance men put in a good 
word for home creditors and London 
trade names became old-school-tie among 
the better dressed bloods. 

Wives and daughters, when they came, 
also liked nice things no less than the 
adventurous dressmakers and milliners in 
little stores off Sutter Street. It was a time 
when ample figures and ample means were 
not hid under the Biblical bushel, and 
showing off was almost considered a social 
responsibility. Specialty shops flourished 
long before they were known as such. 
Successive bonanzas ensured that the 


carriage trade carried on. 


San FRAncisco’s specialty shops, 
serve both men and women, in both 


luxury and popular lines, are more 
numerous than in other cities of larger size 
...Sell a large proportion of the public, in 
dollar volume outrank department stores 
in toto. Many are fashion originators, 
manufacturelines for national distribution. 
The branch store began here earlier than 
in the East, had turned some high style 
shops into chains. Trade is more than 
local. ..comes from both Northern 
California and states to the East. 
The success of the specialty 
shops makes their merchandising 
significant. Especially significant to 
the national advertiser is the number 
of fine specialty shops represented in the 
columns and the linage of The Chronicle. 
The majority of the most successful retail 
advertisers depend on The Chronicle year 
after year for the majority of their sales 
and customers. And the number using it 
exclusively is impressive... indicative of 
the volume and variety of the buying 
power to which this "medium has access, 
and gives access... 


As newspapers go, The Chronicle is 
something of a specialty shop itself. It 
has never stocked much sensationalism 
or cheap appeal, keeps a quality standard 
in all its columns. It carries probably 
the most comprehensive assortment of 
general news of any paper West of New 
York, is indispensable to residents who 
require information, maintain a_ well 
dressed mind... yet by conservative 
compression, offers the largest larder of 


local news of any local paper. Its line of 


features and entertainment is limited but 


highly selective, its business news is 
dependable; its appeal is not stag but 
co-ed, assorted as to age, neither snob 
nor highbrow. It requires an intelligent 
interest on the part of the reader... and 
not strangely, reaches intelligent and 
interested readers who make up . their 
minds, make public opinion, make 
merchandise move—in corner store or 
catalog, and in drug stores as well as 
the department stores. 

And it has enough circulation to be 
effective in small outlets or Market Street 
stores... reaches one of three city families, 
one of four in adjacent counties which 
contribute so much to the market’s total! 

Try specialty shopping yourself— 
by getting better acquainted with this 
medium and its market... Any Chronicle 
representative will cheerfully take your 


order, show stock on hand... 


San Francisco Chronicle 


SawYER, FerGuson, WALKER Co., National Representatives, 
New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles 
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Magnes Quits Agency Gets Air Line Account 
a William D. Magnes has resigned | /Philippine Air Lines has placed 


as an account executive of Gussow, its advertising with Hannah Ad- 
Kahn & Co., New York. vertising Company, San Francisco. 


Try Chromart Prints 


for Quality Reproduction 


of Color Films 


A CHROMART color print 
made from your color film is 
just the thing you need for top- 
flight reproduction in fine print- 
ing plates. Yes, you get exacting 
realism that is not possible 
with ordinary methods. A 
CHROMART Print gives your 
platemaker artcopy which can 
be matched color-for-color. 


CHROMART prints save you 
time and money! They can be 
made to exact size to fit art- 
work they can be air- 


. 


brushed, retouched, or lettered 
as desired and can be 
pasted into final artwork with 
only 1 set of plates for entire 
page. 

CHROMARTS are made by 
skilled technicians with many 
years experience in making 
precision color prints. 


CHROMART Prints are priced 
from $52.00 to $122.00, depend- 
ing upon size ordered. 

Write today for further infor- 
mation. 


Frank Miller Laboratories 


846 N. Fairfax, Hollywood 46 


Motor Industry 
fo Sell ‘Economy’ 
fo U. 5. Teachers 


Byron Moon Widens 
Work Already Backed 
By Farm, Oil Groups 


New YorK—A program of By- 
ron G. Moon Company to inform 
the nation’s teachers and through 
them the nation’s students of the 
‘functions and _ contributions of 
America’s competitive, capitalistic 


Advertising Age, January 12, 19:3 


Now, with 75,000 teachers get- | 
ting Moon material regularly, the | 
first AMA material is scheduled | 
to leave the works next April. 

Starting the Byron G. Moon | 
Company as an advertising agency | 
in Troy, N. Y., in 1915, Mr. Moon | 
specialized for a quarter of a. 
century in helping entire indus-| 
tries—most of them confronted by | 
the threats of vigorous new indus- 
tries or by changing habits and 
styles—to hold their markets. 


Helps Defend Suspenders 


His first industry problem was 
to save suspenders from the en- 
croachment of belts. For eight 
years he helped the knit under- | 
wear industry combat the widen-_ 
ing use of athletic or brief under- 
wear—enlisting the aid of such. 


economic system is being eX- | an authority as Amos Alonzo| 


panded. 


ture, by International Harvester 
/Company and, for oil, by Ameri- 
‘ean Petroleum Institute, the Moon 
services have just been signed by 
Automobile Manufacturers’ As- 
sociation. 

With each new client, said By- 
‘ron G. Moan, the number of sec- 
ondary school teachers who have 
agreed to use the information in 
their classes has been increased. 


2 |Stagg, coach at his alma mater, 
Already sponsored, for agricul- | 


the University of Chicago, who) 
testified that athletes wore knitted | 
shorts. For six years he counseled 


Cluett, Peabody’s Sanforizing di-| 


| 


I; Happened In 1888 


Tes 1s the 50th Anarversary of 


HORN & HARDART 


Jo 1947 0s in 1488 The Fable Appreerates Juably 


ANNIVERSARY—Horn & Hardart res- 
taurant ran this copy in Philadelphia 
newspapers in celebration of its 59th 
anniversary. In the Bulletin ad shown 
here, an 1888 copy of the paper forms 
the illustration; and in the Inquirer, a 
copy of that paper, same date, was 


vision, to a point where—on a) 
royalty of % of 1 cent a yard—it | 
was producing half of Cluett, Pea- | 
body’s profits. , 

Primarily, the Moon company | “088 for each industry. 


ee : ; Coming soon is a leaflet repro- 
specialized in textiles. A New| , 
York City branch office was | wucing a recent talk by Dr. John 


used, with copy changed accordingly. 
Clements Co. is the agency, 


Launched in 1945 


| Harvester was signed in May, 
/1945, and the first chapter of its 
| material went out to 25,000 teach- 
ers in February, 1946. API joined 
|in the spring of 1946 and its ma- 
'terial started to flow the follow- 
'ing November. 
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Paul W. Morency, Vice-Pres.— Gen. Mgr. 
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Walter Johnson, Assistant Gen. Mgr.— Sls. Mgr. 


WTIC’s 50,000 watts represented nationally by Weed & Co. 


; 'Ward Studebaker, United States 
Pages ogg alga aon 1932 | Commissioner of Education, on 
| cenitianlind hone 'the basic principles of democracy 
Born near Bloomington, IIL., and Communism. 
/southwest of Chicago, Byron Moon Offers Complete Kits 
became an entrepreneur by neces- A “chapter” is provided instruc- 
|Sity as well as desire. His grand- tors for each sponsoring industry. 
father had created quite a stir in| kach chapter of the instructor kit 
early Illinois by building his | comprises: 


| . 
instead of| 1. A transmittal 


house of clapboards 
logs. The family had had its ups | «yse” suggestions. 
and then more downs, and Byron; 92 A 24 to 54-page instructor 
got through the U. of C. (where manual giving national facts. 

he started the Daily Maroon) by, 3, Two-color 22x34-inch visual 
waiting on table for his board and wa]j charts. 

typing for his room rent. 


letter with 


4. Twenty six-page (seven- 
minute reading) digest leaflets for 
distribution to students (with 

His belief that “an appreciation more available on request). 
of America’s basic industries by| 5. A six-page supplementary 
citizens of all ages will contribute bulletin of basic information on 
to America’s business health,” led |“‘the principles of our national 
him in recent years to put $125,-| and family economy” and sugges- 
000 into the educational services | tions for “know your own county 
part of the company’s work. These study projects.” Data sheets are 
services, operated by 11 key peo- provided for each county and flow 
ple, each of different educational | sheets of products between farms, 
experience and abilities, are be-| industry, retail outlets and homes. 
ginning to pay off, Mr. Moon said| More than 2,000,000. copies of 
—not only for the company but |the industry leaflets already have 
for the industrial sponsors, and been distributed. 
the country. 


During the first year or two, Predicts High Easter 


when Moon was trying to sell in- . 
dustries on the importance of ales if Promoted 
Retailers can expect a “healthy” 


“education” without “advertis- | d ] 
sale of their fashion merchandise 


ing,” some of the principals | °*: . ; : 
\this Easter, this being the first 
worked for only $100 a month. | oring of the big change in fash- 


They re doing better 1 gg ions, if their promotions are not 

The manufacturer’s job,” he |«“shortsighted and weak,” reports 
explained, “is to advertise his| John Giesen, director of the re- 
product. Our job is to inform | tail division, Bureau of Advertis- 
educators and students about his|ing, ANPA. The division urges 


entire industry and its role in our | @88ressive newspaper promotion: 
economy.” during the next few months 


insure a profitable season, and be- 
Moon Publishes Bulletins 


Investment Pays Off 


cause the selling season for East: 
this year will be a full weck 
shorter than it was last year. 

To aid retailers in planning th« 
pre-Easter newspaper promoti' 
the division has mailed its Ma) 
issue of “Retail Merchandisi: 
and Advertising Manual” to 1,0: 2 
daily newspapers comprising 1 ' 
membership of the bureau. T 
package features the  divisio 
quarterly digest of fashion tren 
plus the regular features of 
division’s services. 


All bulletins to teachers indi- 
cate the sponsoring organization, 
but Byron G. Moon Company is 
the author and publisher. 

More than 1,000,000 Americans 
| are engaged in teaching. The 
Moon company, however, is con- 

teachers at high 


|}cerned with 
schools and colleges, and of adults, 
and is concentrating on 200,000 of 
them. The material is requested. 
Moon works with state heads of 
education and local superinten- | 
dents of schools. The bulletins 
are used by social study and, in- 
creasingly, by science teachers. 

In addition to reports on spe- 
cific industries, such as “Agricul- 
ture. .. Our Fountain of Life” and 
“The Contributions of Petroleum 
to Our National and Family In- 
come,” the Moon Company con-| 
centrates on building an under- 
standing of the entire were id Saifer Shoe Mfg. Company, 
and the American way of life, | T ouis, as assistant to the preside 
|with the same materials being | jn charge of sales and advertisin 


Boosts Brodigan 


Albert E. Brodigan, prod 
manager in the Detroit and C! 
cago offices of Borg-Warner Int 
national, has been appointed 
gional representative in the Car! 
bean area. He will make his hea 
quarters in Mexico City. 


Rison to Tober-Saifer 


Eugene R. Rison, formerly 
account executive of Fuller 
Smith & Ross, has joined Tobe 
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Advertising Age, January 12, 1948 


Lazarsfeld Calls 
Repeat Interviews 
Potential Bonanza 


New YorK—Repeated inter- 
views offer advertisers a chance 
to discover a great deal about fac- 
tors involved in changing brands, 
Dr. Paul F. Lazarsfeld, director 
of Columbia University’s Bureau 
of Applied Social Science, told a 
panel meeting of the New York 
chapter of the American Market- 
ing Association. 

Sponsored by the Social Science 
Research Council, three universi- 
ties are currently conducting spe- 
cial studies, Princeton on sam- 
pling, the University of Chicago | 
on interviewer bias, and Colum- 
bia on repeated interviews. 

Repeated interviews are prin-. 
cipally valuable, in Dr. Lazars- | 
feld’s view, because of the possi- 
bilities in testing those respond- | 
ents who report switching. Usu- 
ally respondents who have, 
switched from one brand to an- 
other do not attribute the switch | 
to advertising (only about 2 to 
3% list advertising as the rea- 
son). However, when switchers 
were asked “How did you learn | 
about your new brand?” advertis- 
ing climbed into the 20-40% 
bracket. 


Discusses ‘Influencers’ 


In this trackless area of brand | 
preferences, Dr. Lazarsfeld and 
his staff are also working on “in- | 
fluencers’—the people who in-| 
fluence others. It is known that 
some people are prone to give 
advice, that there are _ people 
whose advice is taken and that | 
they are susceptible to advertis- 
ing. 

In response to questions from 
the audience, Dr. Lazarsfeld em- | 
broidered the “influencer” theme. | 
Where research men once sub- 
scribed to the percolation theory, 
in which opinions held by the top 
strata filter to those beneath, Dr. 
Lazarsfeld believes in horizontal 
opinion leaders. Workmen are in- 
fluenced by workmen, professional 
people by other professional 
people, etc. 


Study Only Beginning 


In general, advice flows from 
old to young, with the exception 
ht movies, where the flow is re- 
vy vrsed. Where junior may get his 
0%; hions on politics, liquor and 
aucomobiles from the old man, 
he’ll probably see the movie be- 
fore his father does, and junior’s 
criticism may determine whether 
his father sees it. 

In Dr. Lazarsfeld’s opinion, ad- 
vertising has “preservative” and | 
“generating” effects. The loss of | 
users is consistently less among 
those who can recall being ex- 
posed to advertising—thus ac- 
counting for the preservative ef- | 
fects. 

The study is only beginning, | 
and much of Dr. Lazarsfeld’s com- | 
mentary was preliminary. In two 
years, he expects to know con- 
siderably more about the reasons 
for switching, and the value of | 
repeated interviews—as with a 
continuing panel—in determining 

> effectiveness of advertising. 

He offered to work with inter- 
ested marketers and pointed out | 
that the grants extended to the 
clleges are intended primarily for 
‘ccordination of cooperative data, 
hot so much for doing the original | 
research itself. 


To Ad Fried Agency 


Ad Fried Advertising Agency, | 
Oakland, Cal., has been appointed | 
‘c handle the advertising of Schil- 
‘er Drug Stores chain, Oakland. | 
Newspapers and radio will be 
used. 


Names Tischendorf 


W. B. Tischendorf, who for- 
merly handled personnel, public 
relations and sales of Laister- 
Kauffmann Aircraft Corporation, 
Louisville and St. Louis, has been 
appointed vice-president of 
Thompson Corporation, Browns- 
town, Ind., manufacturer. of 
Thompson safety sleds. He will 
direct activities in sales, adver- 
tising, merchandising and public 
relations. 


Appoints Ellis Agency 

The Buffalo office of Ellis Ad- 
vertising Company has been ap- 
pointed to direct the advertising 
of Labatta ale, imported from 
Canada and distributed through- 
out western New York by Breden- 
berg Distributing Company, Buf- 
falo. 


Grand Ole Opry 


Goes to Britain 
NASHVILLE—WSM’s “Grand Ole 


on the air so long it’s practically 
a southern institution, recently 
made a visit to England by tran- 
scription. 

Roy Acuff, Eddie Arnold, George 
D. (The Solemn Old Judge) Hay 
and “Uncle” Dave Macon recorded 
a 30-minute session of folk music 
for the British Broadcasting Cor- 
poration. The entertainment was 
of the same brand they provide 
every Saturday night for four 
hours under the sponsorship of 11 
advertisers, including R. J. Rey- 
nolds Tobacco Company, which 
has carried the 10:30-11 p.m., 


Opry,” a broadcast which has been | 


EST, segment of the “Opry” over 
NBC since 1939. 

The musical session, titled 
“Smoky Mountain Serenade,” was 
featured on the BBC home serv- 
ice program Jan. 7. As an ex- 
change, BBC will make available 
to WSM next month a 30-minute | 
show of British, English and Irish 
folk music. 


Kraft Ups MacKinnon 


Robert MacKinnon, in charge 
of industrial product advertising, 
has been appointed advertising 


production manager of Kraft 
Foods Company, Chicago. John 
G.* Gunning, associate editor of 


the producers’ edition of the 
“Kraftsman,” has been named to 
succeed Mr. MacKinnon as adver- | 
tising manager of industrial food | 
products. 


ACETATE ENVELOPES ; 
D PRESERV 
PROTECT re 


TOGRAPHS 
pRroors 
RECORDS 


sHop CARDS 


comp? 


. iders 
‘ Tabbed Index Div 


j\ Actor 


ol GLENFIELD PLASTICS, INC. 


BEAVER FALLS, &. ¥. 


3a DE witt STREET, 


.. 


FFERSON S: 


CHICAGO 6, ILLINOIS. 


/& 


if we ever heard one! 


YOU, TOO, CAN 
MAKE WITH THOSE 


JINGLE BELLS 


but we don’t mean sleigh bells . . 
we have in mind the cheery chime 
of the cash register—a heart- 
warming, merry tintinnabulation 


INLAND has helped many a merchan- 
diser to peal a joyful carillonade 
from the cash registers of the 
nation, with Point-of-Sale 
material which is tops in ideas. . in 


quality of reproduction . . in Sales-pulling 
attractiveness ..and we’ll carry through all 
the way to getting the Displays set up in windows or on 


S counters for you. 


Call INLAND’S idea 
men and craftsmen in on your job 
—you’ll like the way 

we work! 


*® Send for the beautiful full-color print 
(frameable) we're saving for you! 
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Brand Sales Gain, 
Media Boom After 
Greenfield Project 


New York —The educational 
brand names program held from 
Oct. 20 through Nov. 5 in Green- 
field, Mass., was more successful 
than anticipated, Henry E. Abt, 
president of Brand Names 
Foundation, has reported. 

Substantial gains were shown 
in public acceptance of brand 
name merchandise and in knowl- 
edge of the significance of brand 
names and advertising in the U. S. 
economy. This optimistic report 
was based on data assembled by 
the Greenfield Chamber of Com- 


A MESSAGE ON 


yee Publicity 


- to advertising and sales executives 
who are interested in its more effective 
and inrelligent use. 

We offer for sale three, new, exclusiv: 
descriptive lists of publications who wil: 
accept news releases on new products, new 
methods, mew literature and publish them 
free of charge. 

These lists give all the necessary data you 
meed to get the best results possible, from 
your releases .. . help you open new mar- 
kets... bring in more and better qualified 
inquiries to help you increase your sales 


1—GENERAL CONSUMER MAGAZINES 
200 Descriptive Listings 
2—FARM PAPERS 
130 Descriptive Listings 
3—TRADE PAPERS 
1200 Descriptive Listings 


"George Boyles 


ADVERTISING 


9006 PORTAGE ST. * KALAMAZOO 7, MICHIGAN 


merce, the Greenfield Recorder- | 
Gazette, Station WHAI, and in be-| 
fore and after surveys conducted | 
by Fact Finders Associates. 
Before the program _ began, | 
32.2% of those who were inter- 
viewed believed that advertising 
increases the cost of goods. When 
the program was completed, this | 
proportion dropped to 23.5%. At! 
the beginning 37% of all inter-| 
viewed believed that mandatory | 
grade labeling of goods by the} 
government would be beneficial | 
to consumers. At the conclusion, | 
the percentage holding that view | 
had receded to 23.5%. The be- 
lief that advertising confuses con- | 
sumers was held by 26% on Oct. | 
12, but at the end of the project | 
the percentage had decreased to} 
16.9%. 


Sales Show Gains 


Surveys among 50 Greenfield 
retailers showed an increase in 
the national brand proportion of 
over-the-counter retail sales from 
an average of 68% to 84%, an 
average of 1% each day of the 
program. Total newspaper lin- 
age in the Recorder - Gazette 
showed a net rise of 36.54% over 
the average gain of the previous 
10 months, with WHAI showing 
time sales up 30%. 

The Brand Names Foundation 
will soon publish a comprehensive 
manual blueprinting the complete 
16-day program, which it will 
make available at cost, $2.50 per 
copy. 


Hamala Quits Premier 


Edwin A. Hamala has resigned 
as advertising and sales promotion 
manager of the Premier vacuum 
cleaner division of General Elec- 


tric Company, Cleveland. 


%, 
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DOUBLE CELEBRATION—Galen E. Broyles Co., Denver, celebrated its I5th anniversary at the agency's annual Christmas 

party. Staff members, first row, are (left to right) Wesley Carey, artist; Robert B. McWilliams and D. O. Collins, vice-presi- 

dents; Galen E. Broyles, president; Jerry Dummer, vice-president in charge of the Colorado Springs office, and Theodore 

Kotting, art director. Back row: Betty McCord; Marjory Reid; Laura Predbeck; Betty Lakin; Dorothy Cooper, and Hugh 
Gray, account executive in Colorado Springs. 


= 


Joins Ward-Griffith 


Will I. St. Sure, formerly an 
account executive in the San 
Francisco office of McCarty Com- 
pany, has joined Ward-Griffith 
Company, San Francisco, news- 
paper representative. 


Heller Opens Agency 

Hal Heller has opened a new 
firm in Palm Springs, Cal., called 
Heller Advertising Service, to 


handle local hotel, night club and | 
down 1.6 from the last report and | 


retail accounts. Mr. Heller was 
formerly with Grey Advertising 
in Los Angeles. 


CBS... 


tag ‘ 


$000 WATTS DAY 


TWIN TELLING & eeeeee 
TWIN SELLING IN WICHITA 


“oan 


You can tell ‘em and sell ‘em DOUBLE in KFH’s Twin 
Market. Farm and city folks, they're both listening to that 
Selling Station for the Southwest. Ask any Petry. Rep. 


%, | @ a) Been 


AND NIGHT... 


THAT SOLID SECTION OF 
KANSAS RICHEST MARKET 


WICHITA IS A HOOPERATED CITY 


CALL ANY PETRY OFFICE 


Fibber & Molly 
Take Hooper Lead 


New YorK — Fibber McGee & 
Molly, backed by S. C. Johnson & 
Son (NBC), moved up from 
fourth place to top the Hooper 
honor roll for Dec. 30 with a rat-| 
ing of 28.3. Next in line was) 
American Tobacco’s Jack Benny, | 
whose NBC show scored 28.2. 

Average sets-in-use of 31.7 was | 


down 0.4 from a year ago. 


had the highest number of listen- 
ers per listening set among the 
evening shows—3.16. Next in line 
was Super Suds’ “Blondie” 
(CBS), with 3.01. 


New Pepperell Drive 
Includes 13 Magazines 


Pepperell Mfg. Company, Bos- 
ton, is using 13 national maga- 
zines during this month and next, 
promoting the Glolon-Warmlon 
blanket and sheets. The schedule 
includes Better Homes & Gardens, 


Aver- | Bride’s, Farm Journal, House & 


age evening rating of 10.5 showed | Garden, House Beautiful, Ladies’ 


no change from a year ago, was 
| 


down 0.4 from last report. 
Others among the first 15: 


Fred Allen (Standard Brands), 


SUNN” se vaiuty eas be 8-8 wo Ow pie bs 25.7 | 
Charlie MeCarthy (Chase & San- 

OP), TRG ve tir cd deo see cea ws 24.9 
Radio Theater (Lux), CBS...... 24.0 


Red Skelton (Raleigh), NBC... 23.7 


Bob Hope (Pepsodent), NBC... 2: 


Amos 'n’ Andy (Rinso), NBC... 23.0) 
4 
c 


bo bo 


? 
Walter Winchell (Jergens), ABC 21.9 
| Mr. D. A. (Bristol-Myers), NBC. 20. 
Bandwagon (Fitch), NBC...... 19.2 
Music Hall (Kraft), NBC....... 18.5 


— 
~] 
e) 


Arthur Godfrey (Lipton), CBS.. 
Truth or Consequences (Duz), 

NBC 
Duffy’s Tavern (Bristol-Myers), 


cast sponsored by Delaware, Lack- 


|awanna & Western Coal Company, 


|Timms. 


Home Journal, Life, Look, Made- 
moiselle’s Living, Newsweek, Suc- 


|cessful Farming, The New Yorker 


and Today’s Woman. 
The agency is Benton & Bowles, 
New York. 


Issues Publishing Info 


K. G. Murray Publishing Com- 
pany, Sydney, Australia, has pub- 


) | lished “History of Magazine Pub- 


in Australia,’ by E. V. 
The book sells for $5 a 


sg WLCR Begins Operation 


WLCR, new standard broadcast 
~adio station in Torrington, Conn., 
daytime outlet, has begun opera- 
tion with 1,000 watts power. 


Pontiac.722%..c0. 


_ 812W.Van Buren St. @ HAYmarket 1000 @ Chicago, Ill. 
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Harris Brothers 


Get $20,000,000 


from Gillette 


Toni Will Operate 
Separately; FC&B 
Stays as Agency 


Cuicaco—Gillette Safety Razor 
Company and Toni, Inc., will con- 
tinue entirely separate marketing 
operations. 

Executives of the companies 
made this clear as they announced 
Jan. 2 that Gillette will pay about 


$20,000,000, eventually, for the 
upstart Toni organization (AA, 
Jan. 5). 


R. Neison Harris, president; his 
brother, Irving, vice-president, 
members of their families and key 
executives who own Toni have 
already been paid $11,500,000 in | 
cash for the home permanent | 
wave and shampoo business built 
from next-to-nothing in about, 
four years. 

They stand to get about $500,- | 
000 more July 1 this year. They 
will get $8,000,000 more out of 
Toni’s subsequent earnings, at the 
rate of 50% of the earnings yearly | 
after $8,000,000 in earnings have | 
aecrued to Gillette. Since Toni’s | 
profits in the first 10 months of | 
this fiscal year came to about | 
$4,000,000, they should get their 
additional money by the early | 
1950s. 


No Merger at Present | 

The financial arrangement itself | 
suggests that there will be no in- | 
tegration of Gillette sales, adver- 
tising and other departments with | 
those of its new division for sev- | 
eral years at least. 
Neison Harris will continue as | 
president, Irving Harris as vice- | 
president and Phil Kalech as sales 
manager. Recently they moved 
their headquarters here from St. 
Paul, bringing along the entire 
sales and advertising staffs. The | 
latter, headed by Harold Bloom- | 
quist, is small—unusually so for 
a company spending more than 
$5,000,000 a year for advertising. 
The production organization, 
headed by Clifford Blaud, and the 


large research staff, headed by | 


Ray Reed, will remain in St. Paul. 
Thus that city will continue as 
the center of the home permanent 
wave business, which developed 
there rapidly a few years ago 
(AA, Oct. 6). 


Investment Was $5,000 


Neison Harris, who is only 32, 
got into the business in St. Paul 
in 1944. After leaving Yale in 
1936 he bought a company there 
making hair-waving equipment 
for beauty shops. The original in- 
vestment was $5,000. Neison’s 
modest profits were put back into 
the company. That has been his 
only investment—except for con- 
sistent hard work. 

Irving Harris, now 37, served 
With the Board of Economic War- 
fare, OPA and ran an aluminum 
casting plant in Los Angeles be- 
lore joining his brother in Toni in 
1944, 

‘hey began advertising their 

ie permanent that year. Foote, 
Cone & Belding has handled the 
acvount since July, 1946, and will 


tinue to serve the account 
ixon, Inc., is the Gillette 
Eency). It is FC&B’s second 
i gest account. 
Has 80 Salesmen 
‘oni now has 80 salesmen. It 


nt more than $3,500,000, mostly 
radio, to promote the permanent 
ve last year, and is expected to 
Pend more than $5,000,000 this 
year. This includes $1,100,000 
‘me and talent) for a quarter- 


hour of the “Breakfast Club” on 
ABC; $850,000 for half of “Ladies 
Be Seated” on ABC; $450,000 for 
“Give and Take” on CBS Satur- 
days; $1,200,000 for the new morn- 
ing serial, “This Is Nora Drake,” 
heard on NBC; $300,000 for point- 
of-sale material, and $600,000 for 
dealer co-op advertising in news- 
papers. 

Last fall the company was re- 
ported planning a fifth radio 
show, but nothing has been said 
of this recently. 

Toni reportedly does 85% of the 
home permanent wave business. 
Its annual volume of sales is a little 
more than $20,000,000. Toni’s home 
sets are fair traded at wholesale 
and retail levels—the latter prices 
are $1, $1.25 and $2. 

The company recently began 


selling its new Toni Creme sham- 
poo on the West Coast and is ex- 
pected to expand distribution na- 
tionally—via the same radio pro- 
grams—early this year when pro- 
duction permits wider sales. 


U. S. Steel Ups Estes 


Bay E. Estes Jr. has been named 
director of commercial research of 
United States Steel Corporation of 
Delaware, Pittsburgh. He was 
formerly assistant manager of the 
division. 


Ziv Names Unger 


Alvin E. Unger has been ap- 
pointed vice-president in charge 
of sales of Frederic W. Ziv Com- 
pany, Cincinnati. He has been 
wane the radio package firm since 
1938. 


Scharco Schedules Drive 
Scharco Mfg. Company, New 
York, manufacturer of the Grow- 
Rite line of juvenile furniture, will 
use advertisements in Baby Talk, 
Good Housekeeping, Hygeia, My 
Baby and Parents’ Magazine be- 
ginning in March. Business papers 


is expected to announce a new 
agency in the near future. 


WPEN to Accept Beer 


and Wine Accounts 

For the first time in three 
years, Station WPEN, Philadel- 
phia, recently sold by the Phila- 
| delphia Evening Bulletin to the 
'Sun Ray Drug Company, will ac- 
cept beer and light wine accounts. 

The station’s every hour on the 
hour newscasts are now available 
for sponsorship. Formerly news 


also will be used. The company | 


was prepared and edited by the 
Bulletin. The first buyer of news 
time at 12 p.m. is L. D. T. Cor- 
poration, Dodge dealer. 


The fight is on tor the same dollar. It's 
a healthy fight. Make it profitable. Use 
the Ist paper 


KFYR 
COMES IN... 


... LOUD AND CLEAR 
OUT HERE! 


NORTH | 
ry 


2S 
x 


KF 


\B/SMAR\, 


ABERDE EN 


550 KC 


BISMARCK 


YDAKOTA, 


YR 


* Ask any John Blair man to prove it. in gil 


MINNE APIS 
iF BRS 


KFYR 


5000 WATTS 


NBC AFFILIATE 


* NO. DAKOTA 


™% 
> 
~ 


4 Yes-KFYR comes in loud and clear in 
< @ larger area* than any other station 
in the U.S.A. 
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Price-Juggling No 
Inflation Cure, 
Economist Warns 


New YorK—lInflation is directly 
traceable to the government’s pol- 


It is the work of F. A. Harper, 
from 1935 to 1946 professor of 
marketing at the University of | 
| Michigan, and since 1946 a staff | 
member of the foundation. 


\ity of preventing an 
|which is already here. He thinks | 


Mr. Harper scouts the possibil- | 
inflation | 


icy of increasing the quantity. of | such steps as prohibiting the gov- 


dollars in the market, and by the | ernment from monetizing more of 


present high cost of government. | 


High prices are simply indicative. /ernment spending, 
This is the view of a study called | est rates, 


“High Prices,” published by the | programs and abolishing payments 
Foundation for Economic Educa-|for non-production would help. 


tion, Irvington-on-Hudson, N. Y. 


PRINTING 


AITHORN service is 
ice agtamen 
Engraving and Printing. You 
can use one or all as required, 
but all are here ready to serve 
you. Experience proves that 
there is often a distinct advan- 
tage in having your typography 
done where you can get engrav- 
ings and press proofs in any 
quantity. Phone Whitehall 2300. 


a 


Faithorn Corporation 
400 N. Rush St., Chicago 11, Illinois 


A Complete Day and Night Service for 
~ Advertisers and Advertising Agencies 


| 


its debt with banks, reducing gov- 
freeing inter- | 
cutting public works 


High prices are a thermometer | 
to Mr. Harper, and he says: “To 
fool with the thermometer, at! 
claim that it protects the health | 
of the patient, is the lowest form | 
of economic quackery. You can- 
not prevent inflation that has al- | 
ready taken place by falsifying | 
the evidence recorded in the mar- 
ket places, or by attempting to 
fix prices, or by closing markets 
and tampering with the free ex-| 
change of goods and services.” 


Seven Stores Win 
Seklemian Awards 


The Seklemian Awards for 
meritorious retail advertising in 
1947 have been awarded to Bon- 
wit Teller, Boston; Lord & Tay- 
lor, New York; Joseph Magnin, 
San Francisco; Neiman-Marcus, 
Dallas; Ranschoff’s, San Francisco; 
Roos Brothers, San Francisco, and 
Saks Fifth Avenue, New York. 

The awards have been a feature 
of the Annual Review edition of | 
Retail Advertising Week, and are| 
chosen from the best ads which 


appeared in the pages of that pub-| 


lication in its year-long review of 
retail advertising throughout the 
country. 


Carter Joins R&R 


Frank Carter, formerly with | 
Pacific National Advertising 
| Agency, Seattle, has joined the 
Seattle office of Ruthrauff & Ryan | 
'as an account executive. 


! 
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HOW TO ELIMINATE THE EXCHANGE DIFFERENTIAL 
SO YOU CAN ACCEPT CANADIAN FUNDS AT PAR 


American firms have not intensified their sell- - 


ing in Canada because of the difficulty and cost 
of doing business across the border. 

If your Canadian customer remits in Canadian 
dollars, the free market rate for Canadian funds 
in the United States is approximately 11% dis- 
count. That is a larger discount than most 
firms are willing to absorb. 

Your Canadian customer can take his check 
to his local bank for a “G Marking” in order 
that you may obtain conversion at the Canadian 
official rate when clearing the check for pay- 
ment, which is presently % of 1%. Usually, this 
is a great inconvenience. It builds up sales re- 
sistance and American firms are losing thou- 
sands of orders every year. 

There is a way to expedite all this red tape 
and sales resistance. You can open a “Non- 
Residence Special Bank Account” in Canada 
(Referred to as an NS account), which is eligible 
to those companies who collect Canadian dollar 
receipts and have occasion to make Canadian 
dollar disbursements in Canada for commis- 
sions, postage, rebates, payments, etc., in con- 
nection with their business. 

These accounts are authorized under permit 
by the Foreign Exchange Control Board. Any 
Canadian bank will furnish the necessary forms 
for applying for a permit. Other than banking 
by mail, they are operated similarly to the ordi- 
nary domestic business account. 

The advantages of an NS account are: (1) It 
permits American firms to collect Canadian dol- 
lar receipts and deposit them without any in- 
convenience to your customers; (2) It permits 


ishall Plan. 


( 


~ 


PAYMENT ACCEPTED IN 
CANADIAN DOLLARS 


You may remit settlement by sending a Canadian 
dollar for each American dollar of your order. Do 
not send currency. You may remit by personal 
check, express money order, bank money order, post 
office money order or postal notes in Canadian funds 
payable to our order which should be sent to us at 
it to our bank in Canada for deposit. 
check, money order, 
you will not be charged exchange. 


We then endorse and return 
On such a 
express order or postal note 


NAME OF YOUR FIRM 


|haps under the longer-range Mar-| in 


E ase gs: del | 


Would Aid Morale 


disbursements to be made from the account for 
any Canadian expenses; (3) It permits the con- 
verting of the net accumulated Canadian dollar 
balances into United States dollars in Canada 
at the board’s official rate of 4% of 1%, for trans- 
fer to your home office account, upon applica- 
tion. 

It is not necessary to send your check to open 
an account. The incoming Canadian dollar re- 
ceipts will serve to furnish funds. As checks 
are received, they are merely endorsed payable 
to the order of the bank for deposit to the credit 
of your account, listed on a deposit slip and 
mailed to your bank in Canada. The procedure 
from here on is similar to American banking 
operations. 

To stimulate business under this plan, it 
would be a good idea to enclose a slip with your 
direct mail literature reading similar to that 
shown in the box. 


customers. 
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important markets which in 
time might again become paying 


Will She Buy YOUR BRAND In St. Paul? 


St. Paul Shoppers BUY by BRAND*. 


brand sales result from repetitive advertising . 


Repetitive 
in the ST. PAUL DISPATCH-PIONEER PRESS 
which blankets the St. Paul half of the 9th Market. 


St. Paul is buying more and more. Federal Reserve 
Index shows St. Paul Department Store Sales as 
leading the Nation in increases for the first six 
months of this year over last year. 
*FREE—The “1947 Dispatch-Pioneer Press Con- 
sumer Analysis of the St. Paul Market.” Write for 
this 176-page book showing the brand preferences 
of 3,000 families for 1.536. products, 


RIDDER-JOHNS, INC. 


ie the yor« 
Madison Ave 


CHICAGO OETROIT $T. PAUL 
Wrigley Bidg. Penobscot Bldg. Dispatch Bidg. 


The “Friendships,” said Mr. |* ’ s ’ 
f or F ree Ur ged | Robertson, would boost the morale Reader's Digest Tops 
| LovuIsvILLE—A plan to convert and stimulate productivity in Jap Magazine List 


here. | And, 
'general counsel, 


‘reap a big profit in foreign good ernment. 
will. 


| The companies, 


arets at cost. Then the govern- | 


‘surplus government tobacco into | western Europe. 
“Friendship” cigarets for Europe 'thorities report that cigarets have 
is being backed by the Brown &| “done wonders” 
Williamson Tobacco Corporation | greater coal output in the Ruhr. 

it is reasoned, French farm- 
H. M. Robertson, the company’s | ers would part with some of their | 
said the smokes | hoarded food if they could pur- 
‘could be produced at cost—and |chase smokes given to their gov- 


ment would distribute them under | “Friendships” 
| the foreign aid program, and per- taste for American cigaret blends 


it is 


Occupation au- 


as incentives to 


In addition, the B&W executive 
Under the plan, Mr. Robertson | explained, the program would en- 
‘explained, the Commodity Credit |able the smaller manufacturers— 
‘Corporation would turn over to,who have been operating at less 
'American cigaret makers part of |than half their capacity—to meet 
the 500,000,000 pounds of surplus | their overhead. Although cigaret 
| tobacco it would have on its hands | production has reached an all- 
‘by the end of the burley season. time high, the gains have gone 
in turn, would | largely to the Big Three—Camel, 
manufacture the “Friendship” cig- Lucky Strike and Chesterfield. 
Furthermore, 


argued, 
would preserve a 


In a recent Mainichi readership 
poll conducted in Japan, the 
Reader’s Digest scored first among 
men and women in their prefer- 
ence of magazines. Out of 10,000 
|people asked the question, “What 
magazine do you like best?”’, Read- 
er’s Digest was first with 674 
points from the men and 490 from 
the women. 

In addition, some 60,000 resi- 
dents of Tokyo visited the Read- 
er’s Digest exhibit held in the 
Takashimaya department _ store 
last month, which was part of 
the Book Week project sponsored 
by the Japan Publishers’ Associa- 
tion. 


Joins Fitzgerald 

Joyce W. Fairchild has joined 
the copy department of Fitzgerald, 
Inc., Providence, R. L., advertising 
agency. 
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YOU CAN MAKE "2 DO THE WORK OF *3 


The Eagle Magazine with 1,052,000 circulation, is the fastest growing fraternal pub- 
lication in its field, and the following figures taken from Standard Rate and Data 


, 
f 
| show that its rates are the lowest: 


RATES FROM JULY 15, 1947, SRDS 


MAGAZINE MAXIMIL MINIMIL 
Eagle 3.74 3.56 
Elks . 5.10 4.84 
Foreign Service ° 4.42 4.12 
legion” . « 6 6 le 8.24 7.84 
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Advertising Age, January 12, 1948 


Vat ORIGINAL ALA TL ESTER OF 26-0 


BIG FARM DRIVE—This ad in a dozen 
state farm publications is part of a 
Sherwin-Williams Co. drive for its weed 
killer that will include national farm 
publications and 1,200 weekly news- 


papers. Henri, Hurst & McDonald is 
the agency. 
Sherwin-Williams’ 


Weed Killer Gets 
Big Rural Push 


CLEVELAND — Sherwin-Williams 
Company has launched a drive for 
its Agricultural Weed - No- More 
which by next June will have 


won the attention of most of the 
owners and operators of the 5,-/| 
859,169 farms in the U. S. 

The campaign includes monthly | 
full-page insertions in American 
Fruit Grower, Capper’s Farmer, | 
Country Gentleman, Farm Jour- 
nal, Hoard’s Dairyman, Progres- 
sive Farmer and Successful Farm- | 
ing. 

Nineteen state and regional | 
farm publications will also be) 
used; 11 other special publications 
reaching farm specialists, farm | 
supply dealers, and park, golf | 
link, road, park and cemetery offi- | 
cials, will be employed, and 1,208 | 
weekly newspapers will carry the) 
Agricultural Weed-No-More mes-_| 
sages. 

Sherwin-Williams has prepared 
a booklet for dealers showing the 
great extent of the advertising for 
the product. 

In addition, it has had a sound 
color film, “Agriculture’s New 
Conquest,” prepared to explain 
the merits of Agricultural Weed- 
No-More to granges, 4-H clubs, 
agricultural colleges and other 
farm groups. 

Henri, Hurst & McDonald, Chi- 
cago, handles the account. 


Washburn-Wilson Maps 
Dealer Contest Plans 


Washburn - Wilson Seed Com- 
pany, Moscow, Ida., dried beans, 
peas, lentils and related products, 
has announced a dealer display 
contest, running from Feb. 11- 
March 27 and offering $3,870 in 
prizes to retailers and wholesal- 
ers. Entries must be selling dis- 
plays of any type as long as they 
contain four cases of Washburn 
products and are built and located 
so that the customer can help her- 
self from the display. 

The contest will be promoted in 
Chain Store Age, Food Mart News, 
Food Topics, Grocer - Graphic, 
Grocers Spotlight, National Gro- 
cers Bulletin, New England Gro- 
cery & Market Magazine, Progres- 
Stve Grocer and Super Market 
Merchandising. Full-color copy | 
Will appear in March issues of | 
Good Housekeeping and Ladies’ | 
Home Journal. Announcements 
are also being made in a four- 
‘e two-color newspaper, ““Wash- | 
rn’s Trail Blazer,” the first is- 
» of which came out this month 
i was mailed to chain store op- 
erators and wholesale grocers. J. 
ilter Thompson Company, Se-| 
alle, is the agency. 
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2ceives Video Permit 

station WAGA, Atlanta, has re- 
ved the first television permit 
in Georgia from the FCC. Con- 
huction of the transmitter will | 
S€4in immediately. 
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|Bert Ray, art director of ‘‘What’s | Trade Group to Meet | has been appointed a vice-presi- 


Chicago Artists |New,” published by Abbott Lab- The Chicago World Trade Con- | dent of the company. Mr. Brady, 


oratories, North Chicago. An en-| ference, sponsored by the Chicago Wh joined the company in 1919, 
Form New Group- ti a of sample portfolios is Association of sole, Boe and ab | ae B sive an yr neater ht hg bee: 
= planned. ‘dustry and the Export Managers | ™a@nutacturing departmen an 
Nine Illustrators | Nine Illustrators has established | Club of Chicago, will be held Feb.| has served as assistant to the 
(Picture on Page 63) offices at 333 N. Michigan Ave.,|16 at the Hotel Sherman. Speak-| president in New York since 1945. 
FN COR ee OIE eae | EY ers will include John W. Snyder, > Mr. Gamble joined the company 
+ Pie - sotegee i ‘Secretary of the Treasury; Don-|in 1910 and has been general sales 
— pe mio tele e ral p D Beane ae a | ald M. Nelson, former WPB direc- | manager since last year. He is 
» s an Plans ] ; 'tor, and John Abbink, president| also president and a director of 
vee s rig ysl 7 Scola | Gamble ere |of McGraw-Hill International Cor- | Corn Products Sales Company. 
ising and editorial a irectors | ss ’ “9 


Minne- | ti 
in Chicago and New York. _apolis, will introduce its 1948 mer- Leena 
The gfoup includes Raymond aes wees terete aniet at Cor Products Promotes 
Craig, Cliffe Eitel, Stan Ekman, | handi h B 
John Howard, Elmer Jacobs |ducted i "10 i sig = be. es rady and Gamble 

, , c in ey locations in the ae. : : 
James Lentine, Everett McNear, | 25 states through which the mer-| , William T. Brady, vice-presi- 


Paul Pinson and Steven Skibo.|chandising firm distributes. The | dent of Corn Products Refining 


. : Company, New York, has been | 
Mr. McNear, one of the organizers | wou scheduled for Jan. 4 ‘elected a director and W. H.| 
of the group, said the number of | ’ | Gamble, general sales manager, ' 


participants was not limited in Fk tetas x 
the original plan but henceforth | Plans Lingerie Drive 
it will be limited to nine artists!) Miss Swank, Inc., through Ben | 
in order to retain the identifica-|Sackheim, Inc., New York, is/| 
tion value of the name. _planning an extensive campaign to | 

The group has just issued a | Promote the company’s lingerie. | 


p Emphasis will be on screen and/| 
portfolio of samples of work by | ¢.chion magazines, with 4-4 


CHURCH PROPERTY 


ADMINISTRATION 


each member, printed in duotone | papers and dealer aids also to be Published bi-monthly at Milwaukee, Wis. 


offset, with an introduction by used. 
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Why burden yourself with the troublesome details of pro- 
ducing Spanish export literature . .. when it’s so easy to have 
the job done quickly and correctly through the six-point 
service* of our Latin American Department? Many export 
advertisers and their agencies have found it to be the perfect 
solution to Spanish-language printing problems. ‘This service 
helps you produce more effective literature . . . easier. Maher 


will be glad to give you full details without obligation. 


John Maher ?ji:}ii¢ Company 
Creators of fine domestic and export printing 


DEPT.AA-10 x 


Send Now for 


your free copy of 


2001 $. CALUMET AVE. *& 


\ey €. 


2 COUNSELING e TRANSLATION © TYPESETTING * PROOFREADING « PRINTING # DISTRIBUTION b 


CHICAGO 16, #Ll. 


“Preparing 
Effective Printed 
Matter for 
Latin America?’ 
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The Flearst Newspapers 


now as in 1917 call for 
Military lraining 
to Prevent War 


FROM A LETTER TO HIS EDITORS BY 


William Randolph Hearst 


PUBLISHED IN THE HEARST NEWSPAPERS 
MARCH 19, 1917 


“T am heartily in favor of universal 
military service. I believe it is the only 
effective system, the only democratic 
system. 

“T believe that a small army is of small 
value in these times of great wars and that 
a large standing army would be a menace 
to our democratic institutions. 

“Universal military service makes a 
soldier out of the citizen and at the same 
time a better citizen, a citizen better able 
to protect his own rights as well as the 
rights of his country. 

“Universal military service makes also 
a stronger and healthier race of men. 

“It is not soldiers who precipitate war; 
it is governments; and our citizens can 
well be good soldiers without danger of 
war as long as our Government is kept 
democratic in character and under the 
control of our citizens, instead of our citi- 
zens being under control of the Govy- 


ernment.” 


THE BEST {f] PEACE INSURANCE 


Cartoon published in 1917 


All the terrible weapons that have been invented in the past 30 years 
have in no way lessened the need for universal military service. 

Our straightest thinkers, both in and out of uniform, agree that a trained 
citizenry is the firmest foundation for peace. 

The Hearst Newspapers applaud this wise agreement, and urge upon 
the Congress prompt approval of the military training bill now before it. 
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Advertising Age, January 12, 1948 


PHOTOGRAPHIC 
REVIEW OF 


— THE WEEK 


oa ee 


* 


SEES NO RECESSION—Sumner H. Schlicter, Harvard professor and noted 

economist (second from right) told the winter conference of the American 

Marketing Association that he does not believe a recession is likely in 1948. 

Happy over the prospect are Lyman Hill, Bureau of Advertising, general chair- 

man of the conference; Prof. George H. Brown, University of Chicago, program 

chairman; and Robert J. Eggert, American Meat Institute, president of the 
Chicago AMA chapter. 


MARKETING OFFICERS—1948 officers of American Marketing Association 
gather at winter conference. Seated are Prof. Clyde Phelps, University of 
Southern California, editor of the Journal of Marketing; Wroe Alderson, Alder- 
son & Sessions, president; and Prof. Harvey W. Huegy, University of Illinois, 
secretary. Standing are Wilford White, Department of Commerce, treasurer; 
Prof. Edgar H. Gault, University of Michigan, vice-president; Everett R. Smith, 
Macfadden Publications, vice-president; and Prof. Ross M. Cunningham, Massa- 
chusetts Institute of Technology, retiring president. 


POOR RICHARD PRESIDENTS—Seven past presidents of the Poor Richard Club join the present president for a picture 
at the Philadelphia organization's annual Christmas party. Left to right: Charles H. Eyles (1935-36); Benjamin F. James 
1929-30); President Harry L. Hawkins; Graham Patterson (1944-45); Morton Gibbons-Neff (1926-27); 


(1946-47); Jack Lutz 


NINE ILLUSTRATORS—That's the name adopted by this Chicago cooperative group serving in the graphic arts field. Mem- 
bers include, left to right (standing) Steven Skibo, James Lentine, Stan Ekman, Cliffe Eitel, (seated) Elmer Jacobs, John 


Howard, Raymond Craig, Paul Pinson and Everett McNear (Story on Page 61). 


SURPRISING—Many readers of The 

Saturday Evening Post were no doubt 

surprised last week to see in this Avon- 

dale Mills ad how the company treats 

its Negro and white employes without 

discrimination. John A. Cairns & Co. 
is the agency (AA, Jan. 5). 


_— 
PARTING GIFT—Karl J. Shull (second 
from right), Pacific Coast manager of 
Moloney, Regan & Schmitt, who is mov- 
ing east as vice-president and manager 
of the Chicago office, receives a going- 
away present from William D. Can- 
non, Los Angeles manager of O'Mara & 
Ormsbee and president, Los Angeles 
chapter, American Association of News- 
paper Representatives. The others tak- 
ing part in the ceremony are (far left) 
N. Clark Biggs, new Los Angeles man- 
ager, Moloney, Regan & Schmitt and 
vice-president of the AANR chapter, 
and (right) Jack Forbes, Los Angeles 
manager of Kelly-Smith and secretary- 
treasurer of the newspaper representa- 

tives group. 


Howard C. Story (1925-26), and William Berry (1941-42). 
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WINNER—Joseph J. Campanaro 
(right), art director of Outdoor Adver- 
tising Incorporated, won the door prize 
of a 125-bottle assortment at the 
Christmas party given by the ad depart- 
ment of Schenley Distillers Corp. at the 
Hotel Astor, New York. At left is 
Eugene M. Zuber, outdoor advertising 
manager of Schenley. 
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PLAYS UP INDUSTRIES—The new cab- 
endar of White Motor Co., Cleveland, 
pays tribute to various truck-using in- 
dustries and the role the vehicles take. 


FINAL OKAY—Harry Swan, Willys-Overland advertising manager (left) and 

Arthur J. Wieland, vice-president in charge of distribution, seem to be in an 

approving mood as layouts of the company's new international ad series are 

explained by Hal H. Thurber, Ewell & Thurber Associates, Toledo agency is 
charge (AA, Jan. 5). 
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Walter Lowen 


PLACEMENT AGENCY 


e 
Headquarters since 1920 for 


ADVERTISING PERSONNEL 


Executive © Copy ® Art ® Clerical 


Resumes requested before registration 
on all executive and copy positions. 


420 Lexington Avenue 
New York 17, N. Y. 
LExington 2-8862 


Sa 
GENUINE PHOTOS 


into your sales story 


- « » and get the results. Our 38 
years’ experience assures fast quan- 
tity reproductions from your negative 
er print. Low cost—highest quality. 
For free samples and ideas your busi- 
ness can use, write 


STICKLEY PHOTO SERVICE 
9 S. Washington St., Binghamton, N. Y. 


THE ADVERTISIN 


MARKET PLACE 


RATES: 60c per line, minimum charge $3. Cash with order. Figure bold face heads (maximum two lines) 


25 letters and spaces per line; light body face 34 per line. Box numbers add two lines. Copy deadline 
Thursday noon, 11 days preceding publication date. Display classified advertisements take card rate of $10 


per column inch. Regular card discounts on multiple insertions and space over 5 inches apply on display. 


HELP WANTED 


HELP WANTED 


HELP WANTED 


POSITIONS OPEN 

With agencies, advertisers, publish- 
ers, ete., for both men and women, 

No obligation to register. 

FRED J. MASTERSON 
Advertising and Publishing 
Personnel 

20 yrs. previous adv. exp. 
185 N. Wabash, FRA 0115, Chicago 
Young man, promotion small grocery 
chain’s advertising. Some grocery 
experience desirable with knowl- 
edge of all phases of advertising 


techniques. Ability to produce first 
class radio and newspaper copy 
necessary. Write, Sawyer Stores, 


Inc., Billings, Montana. 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 

United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago 


HIGH TYPE MAN in position to 
contact agencies and/or national 
advertisers in conjunction with his 
regular work for space in program 
being prepared for U S Junior 
Chamber of Commerce 1948 conven- 
tion to be held in Philadelphia. Rates 
$500.00 per page. Commission basis. 
Please do not reply unless thorough- 
ly qualified and capable. Andrew S&S. 
Student Organization, 1530 Chestnut 
St., Philadelphia 2, Penna, 


Wanted: 


ACCOUNT 
EXECUTIVE 


. .» ready to make "that last job change” 
. .. and anxious to become associated with 
a medium size, well established, growing 
Chicago advertising agency which he can 
help to expand and in which he can soon 
occupy a top management position. Should 
be seasoned copy writer, capable contact 
man, experienced in following through on 
Must have industrial experience 
—some consumer experience desirable. Age 
If applicant wishes, an attractive 
profit-sharing arrangement can be made. 
An opportunity as big as applicant can 
make it. Write fully in confidence. 


Box 6905, ADVERTISING AGE 
100 E. Ohio Street, Chicago 11, Illinois 


production. 


32 to 42. 


UNUSUAL OPPORTUNITY 
FOR REPRESENTATIVES OF 
POINT-OF-SALE ADVERTISING 


Due to program of expansion in its point-of-sale division, nationally known 
manufacturer interested in representation in a number of very choice terri- 


tories throughout the United States. 


Products nationally rated as the most original and outstanding in point-of-sale 


media on the market. 


Applicants must be of high caliber, aggressive, thoroughly experienced in 
point-of-sale and familiar with advertisers in his territory. 


Provide complete details indicating the lines you now handle, how you 
operate, territory you now cover and advertisers you now sell and have sold 


in the past. 


Our entire sales organization has been informed on this advertisement and all 
replies will be held in the very strictest of confidence. 


Box 6915, ADVERTISING AGE 
100 E. Ohio Street, Chicago 11, Illinois 


ART DIRECTOR 


An unusual opportunity for young 
man or thoroughly 
enced in all phases of art directing 


woman experi- 
and layout for woman's specialty store 
in Chicago. Please state qualifica- 


tions fully and salary expected. 


Box 6914, ADVERTISING AGE 
100 E. Ohio St., Chicago II, Illinois 


ADVERTISING MANAGER 
WITH NO YEN FOR NEW YORK 


11 years’ sound experience, including con- 
sumer and industrial lines Past 3 years ad 
mgr. nationally famous package goods. Wide 
experience on new products—marketing, mer- 
chandising, promotion Knows copy, produc- 
tion, media, how to plan complete advertising 
program College, single, outside N.Y.C. 
preferred. 


Box 6913, ADVERTISING AGE 
330 W. 42nd Street, New York 18, N. Y. 


WANTED: Artist, especially skilled 
in diversified ad layouts. Only ex- 
perienced and top notch man need 
apply. Send samples and state salary 
expected. 

W. J. Smith Advertising Agency 
Martin Brown Building 
Louisville, Kentucky 
Industrial Copywriters 
Account Executives 
Layout Artists 


Production Manager ......... ,200 
Advtg. Assts.—Direct Mail... .$3,600 
Advt’@ Trainees. .$175-$225 


SHAY AGENCIES 
30 W. Washington, Chicago 2, Ill. 


ADVERTISING PERSONNEL 
MEN 


ART DIRECTOR $7,500 
Illustrator, National accounts 


WATER COLOR ARTIST ..... 000 

Ce RE «Dee cece iccvass 6,000 
Food background 

8g Oy ER a ee 4,500 


Industrial exper., manufacturer 
EDITORIAL ASSISTANT 
Photographic experience 


RATE EXTENSION CLERK... 2,500 
Young 
EDITORIAL ADV. MAKE UP. 5,200 
Publications 
> WOMEN 
re i Ug SP eee 5,000 


Write copy, Radio and newspaper 
ith, | Le err J 
Women’s fashions 
pe ol ae Ol) 
Agency experience 
OFFICE ROUTINE 
Agency experience 


CASTLE & ASSOCIATES, INC. 
Write, wire or ’phone 
P. J. STEPHENSON 
220 South State Street Chicago 

(Please bring this ad with you) 

Assistant sales manager with car, 
free to travel, to hire and train sales 
personnel for national advertising 
plan. W. E. Nunn and Associates, 
30 W. Washington, Chicago. 
Trade association in food field wants 
experienced man to have charge na- 
tional advertising and merchandis- 
ing program. State qualifications 
and experience. 

Box 9345, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
MONARCH PERSONNEL 
Advertising—Graphic Arts 
National Coverage 
Agencies in 38 Cities 
28 E. Jackson Blvd.. Chicago 4, Ill. 
ADVANCEMENT OPPORTUNITY 
UNLIMITED 
Reporter and re-write man desired 
by prominent Chicago business paper 
having 24.000 circulation. $3,000. 
State age, education, experience, etc, 
Box 9346, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
WANTED: 

LIVE WIRE SPACE SALESMAN 
On commission basis in following 
territories: Eastern, Southeastern, 
West Coast and Central States. Must 
be capable of producing results. Effi- 
cient organization backing you. 
Publication has been in industry 20 
years. Write, giving age, experience 

and references. 

Box 9349, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
ADVERTISING SALESMAN wanted 
by long established afternoon daily 
in fast growing city, no Sunday. 
We are expanding the department 
and want a hustler to work with 
two capable men. Present business 
under contract. More business avail- 
able but present force unable to 
handle. When replying give refer- 
ences, reason for.wanting to change 
position, and housing needed, Lead- 

er-Call, Laurel, Miss. 


2,500 


TWO FAST MOVING 
OPPORTUNITIES 


One man who has had merchandising 
experience in promoting REFRIG- 
ERATORS and another who is cur- 
rently marketing RADIOS and 
TELEVISION will find promotional 
supervisory opportunities in a 
friendly, fast moving organization. 
Leading manufacturer has_ these 
spots for creative idea men who can 
“spark” new preduct introductions 
and KEEP the program rolling. 
Write full experience details. 

Box 9357, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


SALESMAN WANTED 
For Outdoor Advertising 
and high spots 
State Exp. Salary, arrangements 
Box 9356, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING 
PRODUCTION MAN 

with all around knowledge of type, 
art, paper and production processes 
for office contacts with customers 
and order writing in specialty off- 
set and duplicating plant. Rare op- 
portunity for man now in “blind 
alley” but equipped with knowledge 
and experience for better position. 
Old established firm. Loop location. 
State age, experience and salary 
wanted. Address: 

Box 9353, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


POSITIONS WANTED 
ONLY 2 yrs. exp. (agcy.) layout, copy 
& prod., and only night school educ, 
(Northwestern 6 yrs.). But... 

Box 9347, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
Promotion-Publicity Woman, exp. in 
fashion, food, hotel fields. Desires 

local connection. Salary open, 
Box 9348, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


COPYWRITER—Woman with 38 yrs. 
retail and national copy exper. de- 
sires further development in adver- 
tising agency work. Productive of 
ideas ... arresting headlines. 

Box 9351, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
| Agricultural Editor wants editorial 
|} or responsible writing position in 
Chicago. Young married veteran 
with pre-war editorial 
College graduate. Can show samples 
of photography, layout, editorial and 
feature writing. 
month. 

Box 9355, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, TIl. 


REPRESENTATIVES WANTED _ 
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WANTED by one of the leading ABC 
papers in Southern state. Per capita 
income favorable, economic resources 
substantial and increasing. Write: 
Box 9350, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Ohio Territory open for energetic 
man to represent old, established 
radio magazine. Circulation 100,000 


net paid ABC. Live leads and coop- 

eration furnished. Commission basis. 
Box 9352, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


REPRESENTATIVES AVAILABLE 
TERRITORY—MIDWEST STATES: 
OR ELSE: OHIO AND MICHIGAN 
These states buy great volumes of 
advertising. They require frequent 
sales attention. Arrangements Jan., 
1948, provide for productive space 
selling effort for a substantial pub- 
lisher having a leading publication. 
Prefer permanent affiliation. 

Box 9344, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


MISCELLANEOUS 


We are in the market for business 
papers that are, or can be, published 
in the South or Southwest. Will re- 
tain publisher or staff in deal if 
interested. All replies held confi- 
dential. 

Box 9269, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

ADVERTISING ASH TRAYS 

4% inches square, with your name 
in gold letters. Send ten cents for 
sample. John F. Blavka—China Dec- 
orator, Box 1281, Trenton 7, N. J 
If you would like your own, high 
income, but easily learned office 
business, write for free details to- 
day. FRANKLIN CREDIT SCHOOL 

Dept. 215-A, Roanoke 7, Virginia. 
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FIRST IN 'VOGUE'—This Acrobat Shoe 

Co. color page, opening an expanded 

drive, is the first children's shoe ad ever 

run in Vogue. Ruthrauff & Ryan, Chi- 
cago, is the agency. 


Acrobat Shoes 
Campaign Opens 
with ‘Vogue’ Page 


NASHVILLE—Vogue, for the first 
time in its 56 years, on Feb. 15 
will carry a children’s shoe ad— 
a full-color page for Acrobat Shoe 
Company, a division of General 
Shoe Corporation. 

Burton Huffman, sales manager 
said the magazine 
will be used to appeal to the well- 


Salary $450 per | dressed mother who wants her 


|children equally well dressed. The 


| 


| shoes.” 


ad is captioned, “Your small fry 
will be cute as buttons in Acrobat 
It will be accompanied 
by a column ad listing retailers 
handling the line. 

The ad touches off the com- 
pany’s biggest campaign since it 
began advertising five years ago. 
Ads will appear in Parents’ Maga- 
zine and other magazines, and in 
newspapers in major markets. 

Acrobat has begun an extensive 
dealer mat service. 

Ruthrauff & Ryan, 
handles the account. 


WTOP Promotes Markel 


Mrs. Hazel Kenyon Markel has 
been appointed acting program di- 
rector of Station WTOP, Wash- 
ington, replacing Richard Link- 
roum, now sales manager of the 
CBS-owned outlet. Mrs. Markel 
formerly was director of com- 
munity service and education fo 
the station. 


Chicago, 


Promotes Winston Butz 


Winston O. Butz, former account 
executive of VanSant, Dugdale & 
Co., Baltimore, has been appointed 
director of media and research 
Gertrude M. Talbot has bee 
named assistant media director. 


FINE AGRICULTURAL ART 
Write John Andrews— 
BLINK BONNIE FARM 

5023 Spaulding Rd., Omaha, Nebr. 
Available: RADIO PROGRAM 
You have one modestly paid star on 
your radio payroll, but as many as 
10 well known celebrities on each 
program: designed for sponsor sell- 

ing to women, 13 to 35. 
Box 9343, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


For Sale—Small industrial Ad 
Agency in Chicago-Milwaukee area. 
Will consider partner. No accounts 
necessary. All replies confidential. 
Box 9354, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


| 3 ‘ 

‘Salute’ Names Muller 

| Lawrence J. Muller, former as- 
sistant to the president of Lester 
Harrison, Inc., New York, has 
been appointed advertising man- 
ager of Salute magazine. With its 
|February issue, in which all ad- 
ivertising has been eliminated, 
| Salute will be known as the Pic- 
ture Magazine for Men. A new 
direct mail campaign will be 
launched for the magazine pub- 
lished by Vet Publishers, Inc., 
New York. 


Increases Ad Rates 

Effective April 1, 1948, Farmer’s 
Advocate & Home Magazine, Lon- 
|don, Ont., has increased its ad- 
vertising rates to 80 cents per 
| line. 


|Hughes Starts Agency 

| Nancy Hughes has resigned as 
| advertising of St. Georges & Keyes, 
New York, to open her own ad- 
| vertising agency, Nancy Hughes, 
|\Inc.—Specialized Advertis- 
| ing. Temporary offices are located 
at 35 5th Ave., New York. Hen- 
|rietta Barnes, of the St. Georges & 
| Keyes agency, will handle the ac- 
counts formerly served by Miss 
Hughes. 


‘Heller Joins Oppenheim 


Jay Heller, formerly sales pro- 
motion manager of Hastings Cloth- 
|ing Company, San Francisco, has 
joined Ramsey S. Oppenheim, Ad- 
| vertising, San Francisco. 


‘director of specialized and fashion | 


TWO OPENINGS IN 
UNITED AIR LINES’ 
ADVERTISING DEPT. 


|. Ass't to Adv. Mgr. Must heave 
good background both in gene 
planning and copy writing. 


2. Production Mgr. Must have 
perience in production of print 
and other advertising materia! 


Reply by letter only to Director of 
vertising, United Air Lines, 5959 S$. Cice'o 
Ave., Chicago 38. Give full details, 
cluding minimum salary requirements 


ADVERTISING 
SALESMEN 


Manufacturer of high grade de’ 
products has opening for good sa! 
men in your city—genuine oppor’ 
nity. Huge demand for our prod: 
as advertising media. We furnish cc 
plete sample kit, prices, etc. No « 
perience necessary. We show yo! 
how. 


DEL-D-CAL MFG. CO. 
1223 W. Webster Ave. 
Chicago 14, Illinois 
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Advertising Age, January 12, 


Study of Postal 
Rates May Delay 
New Legislation 


“A 
is 
7 (Continued from Page 1) 


jormation it requests. 
Established with bi-partisan con- 
the Hoover 


gressional support, 


commission is authorized to spend 


) half a million dollars looking into 
trouble spots in the government’s 

setup. 

One task force under Col. 
Shoe MeFranklin D’Olier, chairman of the 
nded MPrudential Insurance Company, 
ever M\Newark, is studying veterans’ 
Chi- Bervices, with special emphasis on 


the alleged inefficiencies in the vet- 
erans’ insurance setup. 


Other Studies Started 


Other task forces are going into 
government’s role in competitive 
businesses; grants in aid to states; 


1948 


‘Photo-Engravers 
Set Contract Wage 
in New York 


_ New York Members of the 
|Photo-Engravers Board of Trade 
of New York were notified last 
week that the contract with the 
local union had been agreed upon, 
although its actual drafting and 
signing might be delayed for some 
weeks. 

Effective for one year, the con- 
tract provides for (1) a $13 weekly 
increase in minimums for jour- 
neymen, a $10 increase on pre- 
mium wages to journeymen; (2) 
a $1 weekly contribution per 
journeyman and _ advanced ap- 
prentice for the welfare or pen- 


sion fund, subject to further agree- 
ment on the type of fund and 
method of joint employer-union ad- 
ministration; (3) union’s severance 
pay proposal eliminated; (4) vaca- 
tion pay at current rates eliminated. 


Compromises Made 


Saturday pay was compromised: 
workers get a double day as in 
a holiday, except that a man may 
be brought in for 3% hours at 
double time. If he works more 
than 3% hours he must be kept or 
paid for the full day, but gets no 
triple time. A man must be em- 
ployed for four weeks before he is 
entitled to pay for holidays. 

The 1948 apprentice schedule, 
based on the day rate of $96, ranges 
from a new minimum of $34 for 


the first six months to $82 for the 


12th half-year, increasing in $4 
blocks until the eighth six-months 
and in $5 blocks thereafter. 

The board said a number of ex- 
clusive and restrictive provisions 
in the union’s original proposals 
|have been ironed out and agreed 
upon to comply with the Taft- 
Hartley law. 


| Joins Smith Carpet 

John Goodwillie, formerly with 
Benton & Bowles, New York, 
where he handled advertising and 
public relations campaigns for the 
Association of American Railroads 
and other accounts, has been ap- 
pointed director of advertising and 
public relations of Alexander 
Smith & Sons Carpet Company, 
Yonkers, N. Y. 


AMERICAN 
BIBLE SOCIETY 


REPLY-O PRODUCTS CO. 


150 


WEST 22nd St... NEW YORK 1] 


first Bprocurement policies of govern- 
b. 15 ment; government lending agen- 
ad— cies; accounting methods and con- 
Shoe §irol. 
neralf®# . group under Robert Moses, 
member of the New York City 
rager §!'lanning Commission, will exam- 
azine gine and report on public works. 
well- @ Brookings Institution has been re- 
—herfftained to report on education, 
. The health, social security and transpor- 
il fry §tation activities of government. 
robat@ The postage rate issue has al- 
anied ready precipitated bad feeling 
ailers within Republican ranks. <A _ year 
ago the leadership pigeonholed a 
com- §*!10,000,000 rate bill sponsored by 
ice it House committee chairman Ed Rees 
; ago. #iR., Kan.). 
faga-@ At that time the leadership told 
nd in@kees to look for ways of cutting 
S. Post Office overhead. Staff re- | 
nsivemscarch this summer and fall un- | 
covered a number of efficiency 
icago,™leas, but Mr. Rees is said to feel 


that efficiency alone cannot offset 
mounting costs. 


kel NPA Championed Studies 


el] has : ; 

m di-§ House committee staff. members 
Wash-M2re supporting a number of book- | 
Link-§keeping changes which will credit 


of the 


the department for costly services 


Aarkelf wich it gives other government 
COM"@ vencies, and for an airline subsidy | 
ym fo : 


idden jin airmail pay. 
Post Office” efficiency — studies 
vere proposed by the National Pub- 


tz shers Association before the Rees 

CCOUN -ommittee last spring. At the time, | 

poe the chairman questioned whether | 

earch verhead could be reduced by more 
beeng an $100,000,000. 

ctor. The Heller organization is to 

ork «under the supervision of | 


George R. Mead, Ohio industrialist, | 


vho is one of the 11 commissioners 

erving under Mr. Hoover. Rep. 

Clarence Brown (R., O.), one of 

he most influential of Republican 

eaders, is also on the Hoover com- 
have ission. 


them? 


This book tells you how. With pictures, 
case-histories, and a gleam in its eye, it de- 
flates all the stuffed-shirt talk about copy 
research, and gives you the practical work- 
ing technique that has enabled hundreds of 
advertisers to improve their returns—some 


by as much as 300%. 


maybe to yourself. 


— 


DON’T FORGET— APB’s sixth annual 
advertising contest closes midnight, January 31. 


If you're an ad manager, agencyman, 
or sales executive — this book is for you. 
Would you like to know how to take the 
guess-work out of business paper advertis- 
ing? How to make sure your campaigns 
are slanted right? How to make your ads 
pay off in tangible results—and more of 


More than 10,000 ad-men have already 
profited by reading “Hit The Road.” A few 
copies are still available, but they’re going 
fast. The coupon, or a note on your letter- 
head, will bring your copy by return mail. 
There’s no obligation, of course — except 


’ 


Please send me a free copy of ‘HIT THE ROAD” for 


Better Business Paper Advertising 


se 


ASSOCIATED BUSINESS PAPERS 
205 East 42nd Street, New York 17, N.Y. 


and it’s yours for the asking 
... compliments of ABP! 


Company. 


Title or Function, 


AAA 
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ene The Heller organization became 
‘tionally famous three years ago | 
‘a n it was retained by the Na-| 
Pint nal Planning Association for the | 
ial ‘tudy of Congress which led to the 
mF mgressional Reorganization Act | 
Cic: 946. 
a In the industrial world it has | 
been recognized. Perhaps its 
— t famous job was moderniza- 
—— of the U. S. Steel Corporation 
935, a job described by Fortune 
“the greatest engineering job 
UL. S. industrial history.” Its 
its include the Baltimore & 
de o Railroad and leaders in such 
| sal ried fields as canning, sports, 
Dpor ery and piano manufacturing. 
yroduct@™@ \ir. Heller is a member of more | 
h co 1 92 of the nation’s leading | 
No tganizations. He's a member of 
” Y board of trustees of the Com- | 
ttee for Economic Development, | 
is chairman of the’ National 
imittee on Strengthening Con- 
tess. Among his activities is the 
— eveland Advertising Club. 


P.S. Check here (] if you’d also like a copy of 
“10 Ways to Measure Advertising Effectiveness” 


ee ORO anseaeeaaasaaaonawanaad 


This book can help you do 
a hetter advertising job in 1948 
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Advertising in the Test Stage 


High Prices Push 
‘Minute Potatoes’ 
Off Test Markets 


SeattLte—General Foods Corpo- 
ration is discontinuing the sale of 
dehydrated Minute Potatoes in 
two test markets—Cleveland and 
Seattle—and blames rising costs 
for driving the product off grocers’ 
shelves. 

In large-space newspaper copy, 
headed “To our Minute Potatoes 
Customers in the Puget Sound 
area,” the company explained 
here that it is impossible to sell 
the product at its present retail 
price, 15 cents for a four-ounce 
package, and that “Rather than 
ask a much higher price, which 
we do not believe would repre- 
sent a fair value to you, we are 
discontinuing the sale of Minute 
Potatoes.” 

“Perhaps some day we may be 
able to bring them back to you 
again,” the company adds. 

Minute Potatoes were _ intro- 
duced here early in 1947 via a 
one-cent sale, and remaining 


BEGINNER'S LUCK ? 


Yo! Auy amateur cau set 


FOTOTYPE 


A All letters in each line are quickly as- 
sembled and automatically aligned in 
special composing stick ready on 


to the finished art. Ideal for heads . 

Available in transparent or aonul 

letters. This ad set with Fototype i in just 
25 enietgal WRITE FOR FREE CATALOG. 


i 
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1415 ROSCOE ST., CHICAGO 13 


stocks are being offered in a two- 
cent sale. Grocers receive the 
second package free and _ collect 
two cents from the customer (two 
packages for 17 cents) for han- 
dling costs. 

Another major manufacturer 
and distributor -of dried _pre- 
cooked potatoes, C. F. Buelow 
Company, is expanding its dis- 
tribution in the Puget Sound area, 
as well as in the New York, Phila- 
delphia and Los Angeles markets. 
Its brand, Speed-Tatoes, is packed 
in a 3%-ounce can and retails at 
15 cents or two for 25 cents. 


KEN-L-PRODUCTS TESTS 
OFFER OF 3 CANS FREE 

CHICAGO Ken-L-Products  di- 
vision of Quaker Oats Company 
here is testing a new gimmick to 
get dog owners to feed their pets 
Ken-L-Ration. 

Offering three cans of the prod- 
ucts free “to prove your dog will 
love this food made with lean, red 
meat,” the copy asks that readers 
make a purchase of the three cans, 
feed the dog, clip the labels and 
send the latter, with a letter de- 
scribing how the dog in question 
likes the product, to the company. 

Upon receipt of the three labels, 
the 600-line introductory ad reads, 
the company will refund the full 
purchase price by mail. Follow- 
up advertisements of 300 lines 
will run in the Chicago Herald- 
American, News and Tribune, the 
same papers in which the first ads 
appeared. The offer expires Jan. 31. 

A similar test last September 
offered a free can of the dog food 
with the purchase of a can. The 
push for three cans free, if the 
customer writes a letter, will be 
extended to several smaller mid- 
western markets if results are 
favorable, and later on a national 
basis, if conditions warrant. 


CONTINUES FIRST IN 
ADVERTISING! 
CANDY INDUSTRY carried 


New CHART FACTS Survey* proves: 
More Advertisers Sell 
MORE CANDY MANUFACTURERS 


through 


(CANDY [INDUSTRY 


than through any other confectionery publication! 


the most advertising (7x10 
units) during the period sur- 
veyed—was the overwhelm- 
ing choice of key advertis- 
ers who are the major sup- 
pliers to the heart of con- 
fectionery field. 


TOPS IN EDITORIAL 
COVERAGE! 


CANDY INDUSTRY holds 
reader interest with more 
pages of vital, informative 
text than any other publi- 
cation. Cover to cover read- 
ership assures your message 
a place in the Aeart of the 
confectionery field. 


READ MOST BY CANDY 


MANUFACTURERS! 
CANDY INDUSTRY reaches 
| 

over 2400 candy manufac- 


turers—more than any other 
trade journal. Your poten- 


tial sales are greater be- 


20 KEY SUPPLIERS 


bought more space in 


CANDY INDUSTRY 


than in the next 2 | 
publications combined! 


% of 
total 
Candy Industry 49°, 
Publication B 20°/, 
Publication C 18%, 
Publication D 13% 
TOTAL 100%, 

*Continuing Study of Candy 


Industry Advertising Report No. 
1 (Oct., 1946—Sept., 1947). 


cause your message goes to 
the men who make the candy 
~— the Aeart of the confec- 
tionery field. 


THE 


Don Gussow—Publisher & Editor 
| Other Don Gussow Publications: 


WRITE FOR YOUR COPY OF CHART FACTS 


im Canby [INDUSTRY | 


NEWSPAPER OF CONFECTIONERY BSUSINESS 


@ 33 West 42nd St., 


SURVEY 


New York City 


Bottling Industry, Tobacco Record 


||| Cummings for many years, 
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ONE-CENT SALE—Trend division of Purex Corp., South Gate, Cal., is using 

these different approaches, but an identical one-cent sale offer, in current news- 

paper copy. The ‘Trend girl" adds allure to one of the appeals for the ‘new 
postwar suds sensation." 


Chen Yu Plans 
Comeback Drive 
with $1,000,000 


Cuicaco -—— Chen Yu, Inc., for- 
merly a_ division of Associated 
Products, will launch a “come- 


back” campaign in February and 
will spend close to $1,000,000, or 
“as much as our biggest competi- 


tor,” during 1948 promoting nail 
lacquer, lipstick, Cloud Silk base 
makeup and 5 Day under arm 
pads. 


The company will build the new 
drive around a long-term recur- 
ring advertising theme and will stick 
closely to its established Chinese 
motif. 

The campaign is being placed 
through Norman A. Mack & Co., 
New York, which recently ac- 
quired the account. The drive in 
February will be for Cloud Silk 
makeup and will consist of color 
ads in Charm, Glamour, Harper's 
Bazaar, Mademoiselle,’ Vogue and 
other national women’s magazines. 
In March Chen Yu will begin pro- 
moting its full line of nail lacquer 
and lipstick in the fashion maga- 
zines. Spot radio and newspapers 
may be used to promote 5 Day 
deodorant pads. 


To Resell Stores 


Norman Mack’s biggest job for 
its client may very well be reselling 
the department stores on Chen Yu. 
At the time Louis J. Ruskin turned 
over his stock in the company to 
Nathan Cummings, head of Consoli- 


dated Grocers Corporation (AA, 
| June 30, 1947), department stores | 
jall over the country were over- 


| stocked with the product due to the 
/company’s advertising and financial 
slump. The agency reports that | 
|nothing has happened to Chen Yu 
| consumer-wise, as the general pub- 
lic has not been aware of the com- 
pany’s reorganization troubles and | 
| has continued buying the product. 

Morris Levinson, Chicago at- | 
torney who has worked with 
is now 
Yu 


as 


and 
advertising | 


| president of Chen 
| Large continues 
| manager. 


Brown Incorporates 
C. Franklin Brown & Co., 


cago agency, has incorporated 


Chi- | 


| 


| 
| 


Mr. | 


David | 


| 
| 


its | 


business under the name C. Frank- | 


Inc., effective 
Brown is 
Kathleen 
vice-president, 
secretary. 


ilin Brown, 
C. Franklin 

land treasurer; 

| Brown, 


Mitchell, 


Jen... i, 
president 
Fleming 


Lyon Appoints Paul 


Howard M. Paul, 
sistant continuity 
tion WLS, Chicago, has 
named radio director of W. 
Lyon Company, Cedar 
| agency. 


formerly 


been 


and Cora| 


D. | 


as- | 
director of Sta-| 


} 


Rapids | 


Admen Planning 
Co-op Industrial 
Research Service 


CHICAGO Sales-Aids, with of- 
fices at 410 S. Michigan Ave., has 
been organized by a group of in- 
dustrial sales and advertising men 
to conduct cooperative advertising 
and sales research. 

The organization will circulate 
each month a series of question- 
naires seeking information on mar- 
keting, selling and advertising 
situations to a hand-picked panel 
of executive members, with results 
of the study being tabulated by a 
central office and _ disseminated, 
without disclosures of individual re- 
sponses, to those who participate. 

Questions to be covered will be 
of the information, rather than the 
opinion type, and participants will 
be expected to gather the neces- 
sary information in their own organ- 
izations. Problems to be studied 
include: 

“What business papers give the 
most value for your advertising 
dollar?”, “What are distribution 
trends?” and “What are your cur- 
rent order backlogs, inventories 
and production levels, industry by 
industry?” 

Managing director of Sales-Aids 
is B. M. Walberg, former account 
executive with Cramer-Krasselt 
Company, Milwaukee. 


Morgan's Saga: 
First, Shave— 
Now, Rayve 


(Continued from Page 1) 


years of sponsorship, will be heard 

t 7:30 p.m., all time zones, Thurs. 
days. 

Morgan reportedly will profit 
financially from his change in em- 
ployers. (Variety's estimate on the 
weekly talent costs for his Ever- 
sharp broadcast was $5,000.) In 
the shift, however, he loses what 
is considered a priority spot fol- 
lowing Bing Crosby (Philco) on 
Wednesday night. ABC wasted no 
time in selling that half-hour to 
the Texas Company, which moved 
Tony Martin over from CBS. On 
the other hand, he gains an earlier 
hour, generally considered more 
conducive to a favorable Nielsen or 
Hooper showing. 

Roche, Williams & Cleary, which 
is handling the program for Stand- 
ard Laboratories, plans no major 
changes in format. Arnold (Jer- 
ard) Stang and Bandleader Bernie 
Green are expected to be in their 
usual places. 


Sponsor Liberal 


His new sponsor also will giv 
Morgan, who built his reputation 
by biting the hand that feeds him, 
a wide degree of freedom with the 
commercials. 

Rayve shifted to heavy spot radio 
last fall when it left ABC. Now 
that the company has returned to 
network programming, spot cover- 
age will be reduced from 30 majo. 
markets to from 12 to 16 principal 
cities. Sheila Graham’s regional 
show over the Don Lee Network 
will continue. 

Magazine schedules, including 
color copy set to break in the 
spring, and cooperative newspape! 
drives will be unaffected by th 
move. 


Joins Libman Dress Mfg. 
Selig S. Oxenhandler, 
past nine years with 
Dress Mfg. Company, 
‘has joined Libman 
/Company, St. Louis, 
'sales and advertising. 
/man company makes 
Junior Originals. 


for 


St. 
Dress 


Mig 


The 


Claire Kayt 


the 
Forest City 
Louis, 


as director of 
Lib- 
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ONLY 
FACTUAL 


BUYERS AND SPECIFIERS 


$95 TO $102 A MONTH TO PLACE A 
ADVERTISEMENT FOR AN 
PRODUCT IN INDUSTRIAL EQUIPMENT NEWS. . 

THE SPOT WHERE MORE THAN 52,000 SELECTED 


INDUSTRIAL 


FOR THE LARGER PLANTS 


IN ALL INDUSTRIES REGULARLY LOOK FOR THEIR 
CURRENT REQUIREMENTS. 


DETAILS? ASK FOR "THE IEN PLAN" 
AND FOR IEN'S NEW N.I.A.A. REPORT 


INDUSTRIAL EQUIPMENT NEWS 


THOMAS PUBLISHING COMPANY 


461 Eighth Avenue 


Boston—Chicago—Cleveland 
Detroit 


7s 


FOUNDED 1933 


New York 1, N. Y. 


Los Angeles—Philadelphia 
Pittsburgh 
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National Mattress 
Starts Big Drive, 
Heads Toward City 


HuntTINGTON, W. Va.—Nearly 50 
years ago a small town youth 
named C. F. Edwards got into the 
mattress business in a small way 
and started selling mattresses to 
small town people and farmers. 

Even today his company, Na- 
tional Mattress Company, sells 
chiefly to the rural market. But 
Namaco isn’t small any more. It 
has 18 wholly-owned factories 
spotted around the nation, plus its 
own steel and box spring plants. 
Next to Simmons Company, it is 
the largest manufacturer of mat- 
tresses in the U. S. and fifth largest 
in output of all companies in the 
home furnishings industry. 

National Mattress will soon go 
after the major markets in a big 
way. Its salesmen have already 
begun to open up some big city 
markets. And it has just announced 
a record advertising campaign for 
1948. 

The company will spend $300,- 


000—three times the 1947 budget 
—and most of this will go into 
magazine space. Full-page, four- 
color ads will appear in The 
American Weekly, Life and This 
Week Magazine. Two-color half 
pages will run in Cosmopolitan, 
House Beautiful, House & Garden, 


McCall’s, Parents’ Magazine and The 
Saturday Evening Post. 


Quality to Be Stressed 


Namaco’s ads will tell an inter- 
esting new story, mostly devoted 
to quality themes. Featured will 
be its 220-coil innerspring mat- 
tresses, its first fair-trade prices 
($29.50, $39.50 and $49.50), a new 
$16.50 baby crib mattress, Postu- 
lator insulation, a special Posture 
Poise spring arrangement and other 
such themes. 

There is more to tell which Na- 


tional cannot very well explain 
in consumer copy. This concerns 
its peculiarly strong competitive 
position, 

Most mattress companies are 
either small organizations with 


about a dozen or 15 employes serv- 
ing a small area, or a group of such 
self-ewned plants banded together 
to advertise nationally or region- 
ally under a brand name. Namaco, 
the other hand, not only has 
many factories located close to buy- 
ers, but closely controls the plant 
operations, makes its own springs, 
etc. 


on 


Operates Own Trucks 


Chis also permits Namaco to pro- 
plant-to-dealer delivery in its 
own trucks. This is a unique serv- 
ice in the field which dealers partic- 
ularly appreciate, because few can 
Store as many as they need in a 
hort time. 

Namaco’s expansion has _ been 
rapid lately, presaging a greatly in- 

ised scope of operations in an- 
Otver few years. At Belleville, IIl., 
last year it set going a 125,000- 
‘quare-foot plant and is now open- 
another huge one in Tyler, Tex. 
Scsides mattresses, it makes sofa 
and chairs in five styles. New 
s include bed rail extensions in 
kage units which provide 82- 

bed lengths for outsize cus- 
ers, headboard beds and beds 
1 built-in shelves. 
‘his expansion not all due 
fact Namaco started adver- 
g for the first time only three 
Ss ago. For 45 years it forged 
id steadily with nothing in the 
of promotion except occa- 
mat services for retailers. 
is one more thing that the 
pany prides itself on: it has 


vide 
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the 
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proved without advertising that its 
products are repeaters. Now the 
advertising campaign will reduce its 
selling costs. 


More Than 100 Salesmen 


These selling costs are important. 
Namaco employs about 100 sales- 
men, and is expanding this force. 
Most of them operate over a wide 
area, and seldom reach home offices 
here. 

Enlarged display rooms have been 
furnished recently at the American 
Furniture Mart in Chicago. Na- 
maco’s advertising offices are lo- 
cated there. The ad department is 
headed by Elsie Wessel, who joined 
the company two years ago after 
nine years’ of varied service (in- 
cluding “gag” editor) with Esquire. 
Bozell & Jacobs, Chicago, handles 


the account. 

National Mattress is now headed 
by James F. Edwards, youthful 
son of the founder. James Ed- 
wards was manager of the com- 
pany’s Pittsburgh plant for several 
years after leaving college, took 
over the helm of the organization 
five years ago, and now spends his 
time constantly traveling between 
his many plants. 


CJBC to Increase Power 


Station CJBC, Toronto, will in- 
crease its power to 50 kilowatts 
on a frequency of 860. kilocycles on 
July 1. Station CFRB, Toronto, 
will move to 1010 kilocycles on the 
same date. The new CJBC trans- 
mitter is nearing completion in 
Hornby. : 


Drug & Cosmetic 


INDU STRY 


Covers an industry that is ~ 
not afraid of the future. 


wiles Publishers of Beauty Fashion 


eer 


MOST POWERFUL 


Here, 


kind of 


SIGNAL OF ANY 


power.. 
blanket three important marketing areas, 
Radio Station WGAR now reaches an 
audience of more than two and one- 
quarter million listeners, representing 40% 

of Ohio’s buying income. 
Here, with more than ¢hree billion dollars 
to spend, is a market you want to reach 
with stepped-up, pepped-up selling ... th 


HERE’S THE 


w Look 


AT NORTHEASTERN OHIO 


Styles change with the years. And so 
does radio coverage of your markets. 


in Northeastern Ohio, with new 
50,000 watts beamed to. 


selling for which you'll pick WGAR 


as you take a mew look at Northeastern Ohio. 


WHA 


CLEVELAND STATION in Cleveland...in Akron...in Canton 


CLEVELAND 


Represented Nationally by EDWARD PETRY & COMPANY 


WATS 
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recession, to have adapted period detuils, 


Furniture Makers While General Electric’s price ~ GENERAL @ ELECTRIC such as’ trim, fluting and molding 
| 


/ductions of from 3 to 10% were to the modern style. 


cuts prices in WHY HOTPOINT The Herman Miller Furni:ure 


= 8 gs 
some to be a possible start of a Company is one of the few furni- 
Are Optimistic downward swing of prices gen- | bid to stop inflation REDUCES PRICES NOW! ture manufacturers to concentrate 
erally, competitors were somewhat exclusively on unadulterated mod. 


Over 1948 Sales more skeptical of its real signifi- *50,000,000 AT RETAIL LEVELS Chicoge’s Lorgest Applionce Manulacturer Joins General Electric ern. The amazingly comfortable 


cance. in Fight To Curb inflation By Announcing Price Cuts Of As Much As bonded plywood chairs, desig:iedq 


widely heralded, and thought by 


At a conference at the Mer- seiciinieaeidiciaaliiaaaa ee eee \|| by Charles Eames to fit the body's 
(Continued from Page 1) chandise Mart, C. G. Frantz, presi- =e —oo curves, are featured in the com- 
not to absorb increased costs at|dent of Apex Rotarex Corpora- pany’s display, as are futuristic 
the factory, fearing that to do so/| tion, Cleveland, declared that manu- coffee tables, desks and cabinet 
would reduce margins to danger-|facturers of some of the larger ap- Seeorenconect =-_.. work. 
ous levels. If there are to bej|pliances might absorb increased ——- ~~" | eases More typical of the recent 
any price reductions, both buyers| costs, but that houseware makers ET trend toward incorporating _ tra- 
and manufacturers are generally! could not do so and still maintain SSS "Sorc ditional details with the functional 
agreed that they will come only|normal profits. The volume of Sort aco ee eee eclont cin advantages of modern is the 
through cuts in wholesale and re-| vacuum cleaners, ironers, washers 2 ===_—_ American Informal style of Tom- 
tail profit margins—or through a|and dryers should pass the $1 bil- ose Cblm—~ linson of High Point, which will 
lion mark in 1948, Mr. Franz fore- Se ae) nin spend about $100,000 this year to 
NEW JERSEY’S FOURTH LARGEST MARKET cast. More Goods for More People at ‘Less Cost promote the style brand name to 
Biggest demand for furniture, consumers. 
according. to Mr. Rau, is in th : 
ov : lower iived brackets. He _ INFLATION CURB?—Maijor competitors in the appliance field aren't convinced, Combines Planes and Curves 
pay clared that manufacturers are work-| but General Electric Co. and its Chicago affiliate, Hotpoint, pa Peay oe used The. Ameviten latormal include 
ing on increased production effi- newspaper space to announce price cuts as their part in curbing inflation. 


: ; . , living room, dining room and bed- 
ciency with a view toward serving ‘ ’ ee room groupings. The sofa, a com- 
the market. Col. Whiting declared, | ate, in general, not much below| urge related selling. Westing- bination of straight planes and 


- ( however, that today only about 10% | those set by government regula-|house offered its upright home complex curves, comes in three 
ma alli Ma ~~ of furniture production is in the | tion. However, wholesalers and freezer, designed to match its re-| sections, and coffee tables, case 
lower price bracket. retailers are concerned by reports frigerator, and General Electric goods, beds and chairs combine 

CANNOT BE SOLD R . . of new *credit curb. restrictions|and Hotpoint, Inc., a Chicago the. functional and traditional in 
FROM THE eturn of Credit Control? from Washington, feeling that, affiliate which also. is cutting varying degrees. Tomlinson’s con- 
Steel shortages in the appliance should a recession come, buying | prices, stressed the combination int Gives will cam. Relies 

0 UJ T S | D F \" field, allocations in the furniture would slump sharply. : ne dishwasher - sink - garbage disposal Homes &- Gardens, Bride's Maga- 
industry, probable return of credit One of tis most interesting [Umss. sine, Guide for the Bride, Hous 


trends evidenced by manufactur- The design and sale of completely 
Let’s look at the facts - ers’ exhibits is the adoption of|equipped kitchens appears to have 
Good market-New Jersey's 4th largest Page . , more flexible merchandise to meet | become a permanent policy of the 

* |costs appear to be the major prob- | rjsj -ons > selectivity * pli > : 
Good paper - Modern, concise, complete. S api € jor prc rising consumer selectivity. Out-|larger appliance manufacturers, and 


Beautiful and House & Garden. 
Another important industry 

'trend—the increased manufacture 

land use of steel and chromium 


controls, increasing consumer 
selectivity and rising advertising 


Coverage - 93% of entire pepulotion lems taced by the various sections standing example is Admiral Cor- furniture and lamp manufacturers | .+.¢] furniture—also appears to 
Circulation - 92% home delivered of the home furnishings industry | poration’s “television optional,” a|are borrowing a page from the ap- ‘be on the upward swing, wit! 
, represented at the Furniture and|radio-phonograph, television set] pliance marketers’ notebooks and | : a 
Send for complet : : ; : : ; |many manufacturers planning ex- 
Plete 1947 Market Facts Book. Merchandise Marts. and record cabinet, housed in| suggesting display of their products | panded advertising budgets in 
THE BAYONNE TIMES The return of credit controls is| matching units but sold sepa-|in partially enclosed spaces which | this field. 
soubdiinal cheatausene. os viewed with mixed emotions.|rately. It was announced on the/|represent actual rooms. ; | Am  endeseuerent of . concen 
BOGNER & MARTIN | Probably as a result of fears of a pie rs psa (AA, yr 5) and The warehouse type of furniture | about advertising methods ap- 
295 MADISON AVE, NEW YORK © 228 W. LA SALLE ST. CHICAGO | disastrous credit war, credit mar- will ™ widely advertised (Story on display seems to be giving way tO| peared to be one of the chief 
, gins in the home furnishings field Page 71). tastefully decorated, attractive room | 


The idea of more flexible furni- | ynits, and emphasis on related sell- 
ture Is not the exclusive property |ing may in time sell furnishings | 
of the radio industry, however. | for an entire room in one sales talk, | 
Kroehler Mfg. Company, Hey- | thus reducing selling expense—or so 
wood - Wakefield Company and | he theorists anticipate 
other furniture manufacturers ts er eee 
have come up with twin chests | Trend Toward Modern 


which come either as a single unit, a 21 BILLION DOLLAR 
The trend toward the modern 2 


or separately, to be moved at the 
POULTRY INDUSTRY MARKET 


‘style in home _ furnishings con- 
'tinues unabated. In upholstered 
| furniture, almost 25% of the items 
Most of the home laundry | displayed are modern, with lesser 
d|numbers of conventional, 18th 
Century, Colonial and other styles. 
The sharp, angular, almost revo- 
lutionary “modern” of — several | 


‘Television Takes | years ago has mellowed, however, 
. 'and more furniture items appear 
, Consumers Inside | 


: Furnishings Show 

t a 1 ] O 4 - mM a k e your t e S . | CHICAGO — a. last week | 
|had a chance to demonstrate its | 
ability to take the customer in- | 


Find out first the selling power of news- D A y T 0 N side the dealer's showrooms. | i 
| Video Station WBKB telecast! & 


papers with a small appropriation in a 


wish of the purchaser. 


Have Matching Dryer Units 


; is 
POULTRY supply dealer 


Pioneer Business Paper Serving The Poultry Industry 


manufacturers have produced 
matching dryer units, and strongly 


BURRIDGE D. BUTLER, Publisher 


1230 Washington Bivd., Chicago 7, Iilinows 
Write on Business Letterhead For Morket Data Folder 


i 
high spots of the winter Interna- r 
tional Home Furnishings Market 
at the Merchandise Mart. Using 
thousands of feet of cable, the 
[i video cameras covered displays on 
236,000 in Dayton proper. ¢.. ae ' ‘ne 
Bal . , five separate floors during the 
alance economy oT con- two-hour broadcast. 


In a few months .. . with the help of sumer and capital goods The experiment, sponsored by 
makers. Center of Army the Mart, was designed to give | 
. ie Air Forces research and Chicagoans an opportunity to see | 
judge newspaper advertising, but also procurement. what goes on behind the scenes 
how your sales parallel. This market belongs in i" the wholesale world. Mechan- 
: your 1948 program: ical difficulties were encountered 
wholesale sales a quarter | frequently, but the videocast 


COLLINS 
MILLER & 
HUTCHINGS 


few markets. Pick them from Burgoyne’s One of Ohio's fastest- 
paced cities with large 
war growth. Still “burst- 
Davton and Syracuse. ing at the seams” with 


Test City Network. Say Indianapolis, 


Burgoyne Index . . . you can not only 


This has been the satisfying pattern of billion; payrolls and finally covered representative man- 
° manufactured products ufacturers in the bedding, floor 
leading grocery manufacturers who have total almost a half and) covering, furniture, major  appli- 

worked out with us a testing program to three-quarter billion re- ances, lamps and television fields. 
spectively. Simmons Company,  Bigelow- 


find out first. Sant s 8 ins 7 ig” 01 
firs The DAILY NEWS ean ° anford, Tomlinson of High Point, 


du the ie cheme “oes Easy Washing Machine and Hot- 
d c . . . 2 . . y . . P . . " baad oe 

cause it reached 77.3% point, Lightolier and G ¢ ner al Pp H ° T ° E N G 4 fy V E cs y 
of the fasilles ia Das- Electric were the companies in the 
to fit your problem? ton’s city zone! . respective - classes whose displays 

were televised. 207 NORTH MICHIGAN AVENUE 

During the breaks when equip- 

ment was transferred from floor 

/ de to floor, buyers from various por- 

nage yae nec nNaex tions of the country were inter- 

viewed, as was Joseph P. Ken- | 

DIXIE TERMINAL CINCINNATI 2. OHIO nedy, former ambassador to Great 

| Britain and present owner of the 

Merchandise Mart. 


May we set up a research plan tailored 
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worries of home furnishings mar- 
eters. Unlike many other indus- 
tries, there are some 10,000 fac- 
tor’ -¢ engaged in the production 
; home furnishings, no one of 
-+) dominates any phase of the 
market. The problem of achieving 
customer acceptance for brand 
narie advertised goods is further 
iplicated by the fact that, ex- 
cep: for appliances and a few 
other items, the manufacturer 
seldom affixes a nameplate to his 
»roduct, For this reason, most of 
the exhibitors are limiting adver- 
tising to. trade publications, and 
-ometimes a minimum amount of 
space in magazines. 


Tharee Main Ad Ideas 


ot 


whi 


col 


The current controversy over 
the type of advertisement in- 
volves three important contending 
factions—those who would mer- 
-handise price, those who would 
advertise quality, and those who 
feel related selling (and adver- 
tising) is the most effective an- 
swer. i 
But more numerous than any! 
§ these groups is the number of 
maller manufacturers of  furni- 
ture, floor coverings, and furnish- | 
ngs who are not sold on the value | 
f advertising since, as-one manu- 
facturer put it: “The stores 
ion't want our labels on _ our 
oducts.” Agencies evidently 
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ave passed up smaller accounts 
n this field, and the few smaller | 
‘ompanies which do plan adver- | 
ising and promotion drives do so | 
inder a group brand name. 

This feeling is slowly giving 
vay in some cases to industry- 
promotion plans. Bedding | 
nanufacturers, through their alert | 
ganization, are thumping _ the | 
ub for the coming “Sleep Week” 
his spring, and increased atten- 
ion to point-of-sale merchandis- 
ng is well in evidence, including 
‘laborate retail sales helps and 
mbryonic sales training material. 


vide 


| 
Electric Blankets Up 


Electric blanket makers are op- | 
imistic about their future = mar- | 
et, possibly as much or more SO | 
than any other’ group repre- | 
ented. Citing the 600,000 electric | 
lankets sold in the past two 
ears, Westinghouse estimates the 
narket potential at well over $1,- 
00,000 per each 100,000 people, | 
1 somewhat staggering total. To 
llustrate the comfort of electric 
ed covering, the company pre- | 
ented a simple skit in which an 
attractive model awakened re- 
ireshed, yawned, smiled, arose 
nd began her day. Similar gim- 
licks were used by the bedding 
nanufacturers. | 
Most of the range manufacturers | 
xhibited their redesigned units, | 
| 
| 
| 


ome of which carry’ elaborate 
ming, temperature and_ heating 
Kadgets with buzzers, flashing | 
ights, built-in pressure cooker | 
mits, and functional styling. Pro- | 
luction of electric ranges during 
the year is expected to pass the 


1,000,000-unit mark, according to. 
trald Hulett, vice-president and 
‘ales manager of Electromaster, 
ne 

The concept of “upper level 
‘ooking’” was given a boost by 
Hardwick Stove Company, Cleve- 
nd, Tenn., which introduced its 


‘Ww gas range designed to elimi- 
ite bending, lifting and peeking 
the oven is in use. 


New Small-Size Range 


new apartment size range, 20 

NC} es wide or about half the size 
' . regular range, complete with 
burners and oven, also is 
ative of the general trend 
rd reducing the outer size of 
Wiiture, radio and video sets 
ther large appliances for use 
iall apartments. 
exception is 
“last 

On dination 
Ten 18x24 
Na bands 


General Elec- 
word” in radio-video 
equipment. It has a 
inches, FM, AM, all 
and a_ phonograph, 


- The American Bedroom 


+ A yardstick of our better way of life 


= = xt 
Saas 
CHEAP LUXURY—How Simmons Co.'s 


national advertising policy has created 

mass demand and cut the cost of 

sleeping comfort is featured in this 

newspaper page, run last week during 

Chicago's winter home furnishings mar- 
ket. 


In the refrigeration field, chief 
trend for 1948 is the inclusion of 
a freezer compartment in the 
standard home refrigerator, which 
can be used to store frozen food, 
or to freeze small quantities should 
the housewife so desire. Although 
Kelvinator was one of the first 
to announce the new design, Hot- 
point exhibited a new two-door 
combination home freezer and re- 


frigerator,, in which dealer inter- 
est is said to be high. The new 
International Harvester  refriger- 


ator is also on display at the show, 
/marking that company’s entry into 
‘the field. 

| Although there were few smaller 
which were _ really 


| appliances 


new, Dormeyer Corporation intro- 
|duced its redesigned mixer, the 
| Power-Chief, which offers 10 


“recipe-tested” speeds for mixing, 
whipping, beating, etc., on a dial 
control. The beaters are tilted to 
one side, rather than lifted, and 
(the unit has a front-end juicing 


| arrangement. 


| four years of laboratory testing. 
The Dormeyer mixers sell in 
three price ranges, -$25, $30 and 
$38, and are equipped with re- 
cessed turntables which can be 
used with almost any type of mix- 
ing bowl. 

Neutral colors in floor cover- 


ings are a thing of the past, ac- 
cording to Joseph V. O’Brien, 
style and design manager of Bige- 
low-Sanford Carpet Company. He 
sees a steady, almost inexorable 
trend to clear, brilliant colors, 
especially green, yellow-green and 


turquoise. Mr. O'Brien also ex- 
pects increased demand for tex- 
tured carpeting, combinations of 


effect, and combination low 


high pile heights. 
Plans Largest Drive 


Bigelow-Sanford 
most extensive 


and | 


also. plans its 
advertising drive | 
for 1948, including 20 full-color | 
pages in Life and The Saturday | 
tvening Post, as well as pages in| 


magazines. The consumer drive 
will be backed by a retail, mer- 
chandising consultation service; 
elaborate, electric point-of-sale 
material; mats; spot radio mate- 
rial, and a training course in car- 
pet laying practices. 

One of the highlights of the 
show is the impressive expansion 
of Certified Lamp manufacture. 
For three years, three lamp com- 
panies have contributed personnel 


| 


hard and soft yarns with a carved | 


LANTERN SLIDES 


2° x 2°-3%4"% 4" 
BLACK & WHITE, KODACHROME 


For Presentations _ 
_ Sales Meetings _ 
Bs * Television, etc. 


HAYNES-PROVOST STUDIOS 


18 EAST 41st ST. NEW YORK 17, N.Y 


Po chag eT 
Look at Leveleoat_ 


Look at Levelcoat... 
for brightness 


Look at Levelcoat... 
for smoothness 


‘and is housed in Honduras ma-| The units were shipped in early | Ladics’ Home Journal, McCall's Telephone Lexington 2.5579 
hogany. The price is $2,250. | December to distributors, after|and other women’s and_ service | 
e @ 


ree 


Look at Levelcoat... 


for printability 


Sparkling as Arctic starlight is the 
leis rar Tao of Levelcoat* print- 
ing se For the brightness of 
Levelcoat is more than surface deep; 
it begins with a skillful blend of 
“brightness” fibers in the very pulp 
itself. And with a lustrous coating 
of specially selected clays, Levelcoat 
emerges in fullest beauty. 


OK ar eve 


* TRADEMARK 


Here's a printing surface that’s as 
smooth as upland snow! That's be- 
cause it’s so uniformly coated by 
Kimberly-Clark’s precision-con- 
trolled method . . . using clays that 
might pass as face powder, they're 
so soft, so clean, so flour-fine. Let 
the soft glow of Levelcoat papers 
spotlight your printed message! 


Lbueleoat: 
~ : 


PRINTING PAPERS 


Advertisers like Levelcoat for its 
printing — which make color 
sing or black type snap with con- 
trast. Printers like its character— 
and the uniformity which gives 
trouble-free performance ream after 
ream, run shes run. Try this beau- 
tiful paper yourself—and give your 
printing the Levelcoat lift. 


National Printing Week 1948 


January 11 to 17 


KIMBERLY-CLARK CORPORATION, NEENAH, WISCONSIN 
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and funds to a committee headed 
by Frederick Schwartz, soustnene| 
of Admiral Lamp Mfg. Corpora- | 
tion, Chicago. The committee, in | 
cooperation with General Electric | 
and Westinghouse engineers, 
finally developed a new type of 
lens for the standard 150-watt 
bulb, carried in the center of 
many floor lamps. 


~ 


Doubles Foot Candles 


The lens and reflecting arrange- 
ment double the number of foot 
candles provided by the lamp at 
normal reading distance. The lamp 
also has a_ fluorescent’ tube, 
circular in shape, which replaces 
the usual three bulbs on the sides 
of the centerpiece. The Certified 
Lamps made their debut during 
the week of Sept. 8, sponsored by 
Certified Lamp Makers. CLM op- 
erates the patent pool, and re- 


.ceives royalties on each lamp 


manufactured by the _ industry 


' licensees. 


The royalties go almost en- 
tirely toward advertising the new 


development. Utilities, depart- 
ment stores, furniture _ stores, 
General Electric and Westing- 


house all are contributing space 
to the Certified Lamps, and Mr. 
Schwartz estimates that space con- 
tributions and royalties will easily 
total $1,000,000 in 1948. 

From September, 1947, to Janu- 
ary, 1948, some $250,000 has been 
spent on advertising the develop- 
ment, a large part of which was 
contributed by retailers and utili- 
ties. Rarely has a new product 
had such extensive financial sup- 
port from the outside. 

Lamp prices are expected to 
rise from 4 to 10% within the 
next few weeks. A resistance to 
chi-chi in lamps is noted by many 


of the exhibitors. Buyers want 


simple lamps with more func-| 
tional styling, for which they ap- | 


pear to be willing to pay the price. 
Steel and skilled labor shortages 
are the major problems. New 
trends are use of western Euro- 
pean prints and book paper from 
Denmaik in lamp shades. 


FLORENCE STOVE CO. 
TELLS ‘48 PLANS 


Cuicaco—This year’s advertis- 
ing plans of Florence Stove Com- 
pany, Gardner, Mass., were pre- 
sented to division managers and 
salesmen at the winter furniture 
show last week. 

R. B. Carey, advertising man- 
ager, said the promotion of the 
gas and electric ranges and heat- 
ers will be the largest since be- 
fore the war. Starting in Febru- 
ary and continuing throughout 
1948, two-color full-page adver- 
tisements will run in Better Homes 
& Gardens, Country Gentleman, 
Good Housekeeping, Progressive 
Farmer and The Saturday Eve- 
ning Post. 

A newspaper drive in key mar- 
kets will run next fall. In addi- 
tion, an expanded dealer coopera- 
tive campaign is being started. 

Ruthrauff & Ryan, New York, 
handles the account. 


Martin Expands Drive 
Bob Martin (Export) Ltd., 
| Southport, England, maker of Bob 
Martin dog condition powders, is 
extending its advertising to cover 
additional markets in Canada this 
year. Several provincial dailies 
‘in Ontario have been added to its 
list of papers, and radio spots fea- 
turing “Talking Dogs” are being 


used in key centers across Can- 
ada. McKim Advertising Ltd., 
Toronto, is the agency. 


FOR WORCESTER 


Among the eight principal cities in New 
England, Worcester earns a blue ribbon for 
being the ONLY one to show an INCREASE in 
total valuation of all building permits (dwelling 
units, remodeling and commercial construction) 
issued for the first eight months of 1947 com- 


pared to the same period in 1946.* All of the 
other seven cities show a substantial decrease. 

Combine this significant fact with Wor- 
cester’s healthy second place, both in number of 
family dwelling unit permits and valuation of 
residential construction. The Worcester Tele- 
gram-Gazette completely wraps up this blue 
ribbon Worcester market — with a daily circula- 
tion in excess of 140,000 and Sunday, over 


100,000. 


* U. S. Department of Labor 


The TELEGRAM -GAZETTE 


spe WORCESTER, MASSACHUSETTS | 
es GEORGE F BooTn Putiisher- 


MOLONEY, REGAN & SCHMITT, INC.. NATIONAL REPRESENTATIVES 


OWNERS of RADIO 


STATION WTAG 


NEW LOOK — For timetables, it's an 

innovation, the Texas and Pacific claims 

for this up-to-date front cover boosting 
Texas and Dallas industry. 


T&P Timetable 
Gets ‘New Look’ 


DaLLas—The Texas and Pacific 
Railway has imparted the “new 
look” to what is customarily a 
drab — and highly complicated — 
piece of printed matter. 

That’s its timetable, and it’s 
winning friends and luring pas- 
sengers with full-color covers 
that look more like Vogue than 
the formidable listings of train 
departures and arrivals ordinarily 
issued by the carriers. Inside, in- 
formation is written in plain Eng- 
lish to make it as foolproof as 
| possible. 

Photographs of two fur-coated 
models dominate the covers of the 
new T&P timetable, and the ac- 
companying sales stories, natur- 
ally, feature Texas and Louisiana. 
The T&P’s tracks stretch 1,800 
miles through the two states, from 
Texarkana and New Orleans in 
the East to El Paso in the West. 


Boosts Markets 


Appropriate copy blocks remind 
| the passenger that Dallas, one of 
the important markets served by 
the road, is the fourth largest cen- 
|ter of women’s apparel manufac- 
‘turing in the U. S., with a 1946 
‘total of $35,000,000; and that 
Louisiana produces half of the 
muskrat fur turned out by the 
|U. S. and Alaska, with a 1946-47 
|season’s total exceeding $8,000,- 
000. 

| General travel information pro- 
vided in the timetable includes 
travel tips, and extra services of- 
|fered by the T&P, and a map of 
cities served and _ connections. 
|Back pages provide room for 
'scheduling “My Train Trip” and 
‘for criticisms and suggestions in- 
_vited by J. B. Shores, public rela- 
| tions director of the road. 


| i ieee 
Bonomo Appoints Three 


| C. O. Clark, of the Bonomo pub- 
|lishing organization, has been ap- 
pointed assistant manager of Bo- 
nomo (New York) Studios, illus- 
\trative and commercial photog- 
raphy, affiliated with the Bonomo 
|staff of artists and the Sycamore 
|Press. Harold Bates, formerly 
with M. F. Agha, designer, has 
'been named sales manager, and 
'N. R. Knaster, director of photog- 
| raphy. 


Appoints Barber 

_ Howard B. Barber, vice-presi- 
dent and general sales manager, 
/has been appointed to the board 
/of directors of Brunswick-Balke- 
| Collender Company, Chicago. 
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‘Treasure Tops 
fo Help Win Pepsi 
$203,725 Contests 


New York — In Sunday news- 
papers, spreads in Collier’s and 
Life, spot radio and weekday in- 
sertions with bottlers in a wide 
list of newspapers, Pepsi-Cola 
Company is announcing a monthly 
series of “Treasure Top” contests 
with a total of $203,725 in prizes. 

Walter S. Mack, Pepsi-Cola 
president, told AA’ that he 
“dreamed up the idea” recently 
on the beach at Bermuda, and 
hurried back to Long Island City 
to present it to his associates. 

The contests offer family sweep- 
stakes prizes, starting with $25,- 
000; monthly national prizes, 
starting with $1,000, and monthly 
prizes in each state, ranging from 
$100 to $5. Entries in each state 
compete only with others from 
that state. 


‘Hits the Spot...’ 


On an entry blank or sheet of 
paper each entrant completes, in 
25 words or less, the sentence, 
“Pepsi-Cola hits the spot be- 
cause . .’ Each entrant states 
on his entry his name and address, 
name of the head of his family, 
his Pepsi-Cola dealer’s name and 
address, and the total number of 


KMBC Will Expand 
Video Activities: 
Appoints Taylor 


Kansas Crity—Midland Broad. 
casting Company and its subsidj. 
ary, Midland Television, Inc., lag 
week signaled their re-entry into 
the television broadcasting field 
with the reelection of G. L. Tayloy 
as vice-president of Station 
KMBC, in charge of television. 

Announcement of the move wa; 
made by Arthur B. Church, presj- 
dent of Midland Broadcasting anq 
the video subsidiary, who said tha‘ 
he expects to disclose before nex; 
summer when television program: 
again will be supplied Kansag 
Citians. 

Mr. Taylor, who served with 
Midland in the same capacity from 
1942 to ’44, is president of the 
Central Radio and_ Televisio 
Schools here. He will remain j 
that position, but will lighten hj 
duties. C. L. Foster, vice-presiden 
of the schools, has been electe; 
vice-president and general man 
ager. 


Developed First Station 


Mr. Taylor helped develop Kan 
sas City’s first television statio 
and in 1934 constructed WXBY 
one of the first high fidelity broad 
casting stations. During the thre 
years he has been out of the offi 
cial KMBC family he has con 
tinued as television adviser to th¢ 
station, devoting considerab| 


different “Treasure Top” designs 
collected from behind the cork on 
the top of Pepsi-Cola bottles. 

In addition to monthly state and 
national prizes, 40 family sweep- 
stakes prizes will be awarded at 
the close of the six-month contest 
period: “Every time you enter 
you will receive a 100-point treas- 
ure certificate. Also, every entry 
winning a monthly prize will re- 
ceive an additional 100-point 
treasure certificate. At the end 
of the contest, the 100 families 


Kansas associate, KFRM, but als 


| time to rehabilitation of its vide 
jlaboratory in the Kansas City 
|Power & Light building, wher 
‘'KMBC’s FM transmitting statio 
is located. 

Mr. Church said the company 
hopes to start construction thi 
year, in KMBC’s new downtow 
building, of studios not only fo 
KMBC, KMBC-FM and the nev 


for television. 


with the greatest number of 
treasure points will qualify for} 
the family sweepstakes finals.” 

Entrants may participate as | 
many times as they wish. The 
number of different designs col- 
lected will be an award factor. 
All entries received during a cal- 
endar month will be judged in 
that month’s contest. Monthly 
cash prizes will be awarded on| 
the .basis of aptness, originality | 
and interest of the statements | 
submitted. Entries will be judged | 
by Reuben H. Donnelley Corpo- | 
ration, and are to be sent to) 
Pepsi-Cola “Treasure Top” Con- | 
tests, P. O. Box 17, New York 8. 

Newell-Emmett Company is the 


agency. 


TEACHER 
all travel-wise, =o 
look for those Z 

who advertise 


The 
IN 


ey 


STRUCTOR 


call, instead, 


YEW 


Ws 


PHONE STATE 5977 


So you would give your good right 
arm for a RELIABLE advertising 
production service? 


Now you can keep that arm—and 


is ONE complete service you can 
always rely on. 
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our A's Tests 
Show 20% of Job 


\pplicants Okay 


Cornelius Reports 
on Ist Year's Tests 
of 544 'Candidates' 


MINNEAPOLIS—Only one in five 
eople who try to get into adver- 
ising are desirable risks, J. C. 
ornelius, chairman of the Ameri- 
an Association of Advertising 
gencies, has declared here in re- 
pasing results of the Four A’s 
Mexamination plan” started last 
une. 

Addressing the Twin Cities 
hapter of the association, Mr. 
ornelius said the plan is no 
bnger an experiment. Since June, 
4 persons interested in various 
hases of agency work have taken 
sts administered by Four A’s 
apter or council committees. 
The plan “has come through 
is first year without encounter- 
hg any major or unforeseen dif- 
ulties and the operation has 
een a success,” Mr. Cornelius re- 
orted. “The patient is very much 
ive.” 


Next Exam to Come Early 


Mr. Cornelius and_ Frederic 
@amble, Four A’s president, told 
e Twin Cities group that a new 
948 examination will be given in | 
®arch or April. 

Figures so far gathered on re- 

lts of the examination plan 
Here called encouraging. The 
Hew York council’s sampling, be- 
pved representative, covered 188 
Mndidates. The great majority 
ere between 20 and 34 years old, 
arly half between 25 and 29 | 
d nearly half college graduates. 
Forty per cent wanted to get in- 
the radio phase of advertising; 
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$3,150,000 Budget 


unanimously satisfied with the 
exams, Mr. Cornelius said. Many 
said the tests helped in spotting 
strengths and weaknesses. 


Ellis Heads Committee 


The association, interested in 
attracting more young people to 
agency work, last June appointed 
a special committee on education 
and training for advertising, with 
James Ellis, president, Kudner 
Agency, New York, as chairman. 
The committee declared it would 
primarily try to “attract high cal- 
iber young people to advertising 
and improve the teaching of ad- 
vertising and the agency business 
and to screen them.” Indirectly, it 
hopes to influence and improve 
the teaching of advertising in 
schools and colleges. 

“We don’t tell the teachers how 
to teach but we examine the 
young people on what we want 
them to know,” Mr. Cornelius ex- 
plained. He added that to date 
the reaction from teachers has 
been favorable. 

“We have a plan, we know now 
that it is sound, thoroughly 
sound,” he concluded. “Now it’s 
up to everyone in the advertising 
profession to cash in on it.” 


Newspapers to Get 
Most of Admiral's 


Cuicaco—More than $2,000,000 | 
of Admiral Corporation’s $3,150,- | 
000 budget for 1948 is scheduled 
for cooperative and factory paid 
newspaper advertising, according 
to Ross D. Siragusa, Admiral 
president. 

Another $1,000,000 is scheduled 
for 20 national magazines. Two- 
thirds of the magazine total will 
be used to promote the company’s 
“television optional’ or matched 
ensemble line, shown at the fur- 
nishings market here, with the re- 
mainder to be divided equally be- 
tween radios and refrigerators. 

Another $120,000 will go to 


ree out of four were interested 
contact,"plans and merchandis- 
g work; three-fifths liked copy- 


research, media, layout and art, 
d one in 10 wanted to get me- 
anical production jobs. 


One-Sixth Get High Rating 
Only two out of five who took 


meets for each type of agency work 
fre rated “good” or “excellent.” 
though 20% were desirable 
ks, only one in six or seven 
med “good” or “excellent” rat- 
gs on both knowledge and apti- 
de tests. The tests, in addition, 
(not take into account whether 
tapplicant is a poor “emotional” 
k, Mr. Cornelius pointed out. 

He declared that the examina- 
ns have proved of much value 
a supplement for personal in- 
iews, but no such tests can 
ke the place of an interview. 


On placements, New York rec- | cities. 


s show that only six of the 84 
0 did well enough to have their 
rds circulated among Four A’s 


riting; a fourth were interested | 


ly or all the general knowledge | 


farm publications and radio. First 
copy to break will appear in busi- 
ness papers, pushing the matched 
junit ensemble to radio dealers. 
| Copy stresses the ease of purchas- 
/ing one unit at a time, the fact 
|that Admiral combinations can’t 
go out of date, and simplied in- 
ventory problems. 


‘28 for ‘48': 
Central Adds 


Streamliners 


New YorkK— The New York 
|Central released its first 1948 
‘newspaper advertising message on 
| Jan. 7, announcing its program of 
/new passenger trains for this year 
\—‘28 New Streamliners for °48.” 


| 


| heating parts and tools, has named Reiss Advertising to handle its 


Last Minute News Flashes 
Universal Camera Appoints Howard Agency 


NEw YorkK—The Universal Camera Corporation, through its newly 
appointed agency, E. T. Howard Company, will spend $350,000 on 
advertising this year, one-third more than it spent in 1947. The 
schedule includes Life, Look, Parents’ Magazine, The Saturday Eve- 
ning Post; science, hobby, drug, jewelry and other business papers; 
newspapers and photographic publications. A separate campaign is 
now being planned for Universal’s new 16 mm. Tonemaster sound 
projector. Grey Advertising here formerly handled the account. 


Louis Smith Leaves Petry to Form Agency 
Cuicaco—Louis A. Smith, with Edward Petry & Co., radio repre- 
sentative, for the past three years and previously in agency work, 
on Feb. 1 will open his own advertising agency, Louis A. Smith 
Company, at 435 N. Michigan Ave. here. He will specialize in spot 
radio. Marvin Harms Jr., formerly with George P. Hollingbery 
Company, radio representative, is joining the Petry office here. 


Worcester Salt Boosts Budget 10% 

NeEw~ YorK—The Worcester Salt Company, manufacturer of Ivory 
salt, has increased its 1948 advertising budget 10% and will use 125 
newspapers, outdoor, display material and business papers during 
1948. Beginning Jan. 18 the company will promote the use of Ivory 
salt for grapefruit and grapefruit juice. The spring drive will pro- 
mote it for vegetables, the summer drive for canning and in fall for 
apples. The agency is Needham, Louis & Brorby, Chicago. 


Collis Named Acting Head of BBB 

NEw YorK—Retirement of H. J. Kenner, general manager of the 
Better Business Bureau of New York City, was announced today 
(Jan. 12) by Sheldon R. Coons, president. Mr. Kenner is succeeded 
by William P. Collis, formerly assistant general manager, who be- 
comes acting general manager. Francis L. Reidy, manager of the 
bureau’s merchandising section, will be the new assistant general 
manager. 


Sexauer Names Reiss Advertising as Agency 
New YorK—J. A. Sexauer Mfg. Company, maker of plumbing and 


account. 
York. 


Kearns Bill Would 
Copyright Records 
Heard on Nets 


WASHINGTON A method of WASHINGTON—An NAB estimate 
skirting the Taft-Hartley Act as it|/of 1946 station expense ratios 
affects the Petrillo ban on records | showed last week that nearly 50 
has been proposed by Rep. Carroll cents of every non-network broad- 
Kearns (R., Pa.) and will be pre- | cast revenue dollar went into ex- 


Its agency was formerly Wiley, Frazee & Davenport, New 


NAB Estimates 
Station Expense 
Ratios for ‘46 


| The 1,400-line ad, placed through 


‘Foote, Cone & Belding, will ap-| 
/pear in 36 newspapers in on-line | 
The copy points out that | 
ithe $75,000,000 worth of equip-| 
ment ordered as early as 1944 for 


delivery late in 1946 and ’47 is 


mbers were hired. In the Twin |JUSt now arriving. | 


Nes, two of 15 high scorers have’ 
‘n employed; in Boston, two of | 


4d 


were hired by agencies. 
Candidates Like Tests 


Admitting that the number of) 
Kkements is disappointing, Mr. | 
me'ius expressed hope that} 
‘improved screening and test- | 
methods, the percentage of | 
‘ements will step up materi- 
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ACLially, the placement record 
eter, he said. Of the 188 ex- 


‘nei in New York, 84 did well | 


i to want their records cir- 
; of the latter, 50 received 
ts for more information, 
the 6 hired were more than 
‘©! the desirable people. 

aniidates who took the tests 
Boston, for example, were 


ug 
ate 
hue 


In a special box headed “Meet 
the Fleet,” the railroad lists the 


major cities on the railroad with | 
new “streamliners and dream- | 
liners.” 


daiminmiienmemaieneh 
ABC Names Ad Director 


Theodore I. Oberfelder, former 
assistant director of advertising 
and promotion, has been named di- 
‘rector of advertising and promo- 
tion for the American Broadcast- | 
ing Company. He joined the net-| 
work in 1945 as coordinator of | 
program promotion. 


JWT Elects 2 to Board 


| Mark Napier and Robert M. 
| Campbell have been elected to the | 
board of directors of J. Walter 
Thompson Company Ltd., Toronto. 


sented in a bill he is preparing. 
Mr. Kearns, chairman of a labor 

subcommittee which has investi- 

gated Mr. Petrillo’s activities, 


|hopes his proposal will break the 


impasse between the broadcasters 
and the American Federation of 
Musicians. 

The bill would require radio 
stations to broadcast only records 
bearing the label, “For commercial 
use only,” and to contribute to a 
union welfare fund each time a 
record is used. 

In a report on his Petrillo in- 


existing copyright laws fail to 
prevent use of records for commer- 
cial purposes. He suggested that a 
new law is needed to assure pro- 
tection to the musicians who make 
records. The Taft-Hartley law pre- 
vents record makers from continu- 
ing payments to the AFM unem- 
ployment fund. 

The House labor committee will 
hear Justin Miller, president of the 
NAB, Tuesday when it takes up 
legislation to break the power of 


|and recording industries. The AFM 


president will testify Jan. 19. 


Apple Surplus Draws 


new service that will link all Special Ad Drive 


Faced with an emergency situa- 
tion because of a_ surplus, 
Washington State Apple Commis- 
sion, Wenatchee, Wash., last week 


/announced plans for a $330,000 ad- 


vertising and merchandising cam- 
paign for the next 60 days, through 
J. Walter Thompson Company. 

Newspapers and spot radio will 
be used. 


Newsmen to Meet 


Connecticut State Police Com- 
missioner Edward J. Hickey will 
speak at the winter meeting of 
the New England Daily Newspaper 
Association at Copley Plaza Hotel, 
Boston, Jan. 20. He will talk on 
cooperation between newspapers 
and law enforcement agencies. 


the | 


/penses and salaries directly con- 
jnected with the sale, production | 
‘and broadcast of programs. 

_ Using financial data yet to be 
| published by FCC, NAB said that 
|the addition of administrative ex- 
pense boosted operating costs to 
/73% cents before taxes, an in- 


|crease of 4% cents over 1945. 


| Programming costs were 49.4 


Nance Explains 
Philososphy of 
Price Reduction 


Cuicaco—“‘The time has come 
for genuine business statesman- 
ship to assert itself,” said J. J. 
Nance, president of Hotpoint, Inc., 
in an address to key Hotpoint 
dealers here last week. 

Explaining the philosophy be- 
hind the company’s recent widely 
advertised price reductions, Mr. 
Nance declared that while the 3 
to 10% cut is, of itself, not a great 
amount, “we decided to make our 
price reductions now because in- 
flation has become the _ single 
danger and threat to our national 
economy.” 

“Our profits,” he said, “do not 
warrant these price reductions. 
Current profits are lower than the 
prewar rate and lower than the 
rate generally regarded as ade- 
quate for normal business opera- 
tion.” 


Concerned About Wage Boosts 


In spite of smaller profits, tre- 
mendous demand and high labor 
costs, the Hotpoint president as- 
serted, the price cuts were insti- 
tuted at this time “because infla- 
tion was jeopardizing the very 
markets we hoped to reach 
through our expanded facilities.” 

That the company is more than 
casually concerned over a third 
round of wage increases, possible 
return of credit controls, and al- 
locations of raw materials was ap- 
parent from Mr. Nance’s com- 
ment: “It is perfectly obvious 
that these price reductions can 
only be maintained if there are 
no further increases in labor and 
materials and if a flow of material 
continues to be unobstructed by 
new allocations or rationing.” 

The price cuts are being an- 
nounced in full-page newspaper 
advertisements in 50 large cities 
across the country. 


Promised Training 


Dealers at the meeting also 
were promised a $250,000 sales 
training program for 1948, with 
company assistance in training the 
dealers’ sales personnel. The 
$250,000 is included in Hotpoint’s 
1948 advertising appropriation of 
$5,000,000. 


| cents compared with 46.1 cents the 
previous year. Records indicated 
11 cents for program sales, includ- 
ing salaries, commissions, sales 
promotion; 26.6 cents for program 


| vestigations, Rep. Kearns said that | production, including salaries, roy- 


alties, transcription costs; and 12.1 
cents for technical expense, in- 
|cluding salaries and power. 

The 11 cents for sales costs was 
| moderately above 1945’s 10.6 cents. 
At 26.6 cents, program production 
‘was up 1.8 cents. Technical costs 
| were up 1.4 cents and general ad- 
‘ministrative costs had increased 
|from 22.9 cents to 23.8 cents. 


| 


JOHN B. LINDL | of New York, having decided that 


= i , 
|Mr. Petrillo over the broadcasting | MitwavKEE—John B. Lindl, 71, Irwin A. Shane, who has charged 


}account executive of Rahn-Chlupp 
Associates here, died at his home 
| Jan. 2, following a long illness. He | 
Joined the agency two years ago. | 

Previously, Mr. Lindl had served 
in the advertising department of 
ithe Milwaukee Journal and con-| 
ducted his own market research | 
and advertising service. 


To Adair & Director 


Adair & Director, New York, 
has been named to direct the ad- 
vertising of Blumas Choc-o-Lac, 
Inc., Brooklyn, maker of chocolate 
syrup and a new coffee flavored 
syrup. Newspapers will be used. 


Adds New Service 


Media Digest, New York, has 
established a consultation service 
for media on advertising promo- 
tion. Its purpose will be to help 
prepare promotion from the buy- 
er’s viewpoint. 


Another portion of the $5,000,- 
(000 budget is set to push the 
|Magic Circle water heater in con- 
/sumer and trade publications. Dis- 
| plays, broadsides, direct mail, 
‘mats and point-of-sale material 
|will back up this drive. Other 
‘campaigns will boost electric 


‘ranges, refrigerators, freezers, 
|dishwashers and the Disposall, 
|washers, ironers, and complete 


'electric kitchens and home laun- 
dries. 


| Antenna Removal Case 


Hearing Set for Jan. 16 


The uptown magistrate’s court 


his landlord with malicious mis- 
chief for removing his television 
antenna, has a valid complaint, 
will hold hearings on that com- 
plaint Jan. 16. 

Mr. Shane, publisher of The 
Televiser, started the test case 
against the owners of Fort Tryon 
Gardens, 720 Fort Washington 
Ave., New York, after the tele- 
vision antennae of tenants who re- 
fused to sign leases granting vol- 
untary rent increases, had been re- 
moved. 


Writers, Nets Parley 


Negotiations between the Radio 
Directors Guild, which has threat- 
ened to strike unless its demands 
for a minimum scale of $250 
weekly is met, and the networks 
were resumed in New York last 
week. Meetings were still in ses- 
sion as AA went to press and, 
despite an earlier impasse, it was 
believed that the two groups had 
resolved part of their differences. 
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Despite limitations imposed by the available newsprint 
supply and by the typographers' strike, the Chicago Tribune 
in 1947 printed more lines of total advertising than in any 


previous year. According to Media Records, the year's total 


volume in 1947, as in 1946, placed the Chicago Tribune first 
among the newspapers measured by that organization. The 1947 
volume was the largest ever recorded for any newspaper since 
Media Records began the measurement of newspaper advertising 


linage. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 
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